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Philadelphia Record 


Sunday edition gained in the nine Sundays 
of March and April, tg01, over the nine 
Sundays of March and April, 1900, the 
enormous total of 


| MAR 73,978 lines 


of advertising. This is the most stupen- 





dous gain ever made by a Philadelphia 
Sunday Paper. 


—-<+ > + 


The sworn average circulation for these nine 
Sundays was 160,005 copies. By a great ways 
the largest circulation of any Philadelphia paper. 








“ No paper inthe Unitea States has given us better service 
than‘ The Philadelphia Record.’”—C. E. Sherin. 
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Newspaper advertising is a medium which 
will bring your goods to the attention of more 
people than any other kind of advertising. 

We will prepare an advertisement, includ- 
ing writing and illustrating, occupying a space 
of ten inches in depth by eight inches in 
width, and insert it at a cost of $1,888 in the 
following papers : 


New York Journal, 
World, 
Herald, 
Boston Globe, 
Philadelphia Record, 
Inquirer, 
Chicago Record-Herald, 
News, 
Tribune. 





This advertising can bring your story be- 
fore the eyes of more than 2,500,000 people. 
To mail a circular to only two million people, 
you would require for postage alone $20,000, 
without considering cost of paper, printing 
and labor. Call on or address 
GEO. P. ROWELL & C0., 0 crree ere WAT Yor. 
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A GREAT CLOTHING BUSI- 
NESS. 

HOW BROWNING, KING & CO. AD- 
VERTISE THEIR FOURTEEN STORES 
—A TREMENDOUS UNIFORM TRADE 
-—-DAILIES USED—THE EXCELLENT 
“ BROWNING-KING MONTHLY ”’— 
—$200,000 ANNUALLY USED— 
MAIL ORDER TRADE—CATALOGUES 
USED—OTHER FEATURES, 


“It is a well known fact in 
clothing circles, throughout the 
length and 
breadth of the 
entire country, , 
that the firm of AK 
Browning, King ; j 
& Co. does the 
largest retail 
business in the 
land. But it is 
not generally 
known that our 
concern doe: 
the largest uni 
form _ business 
in the world.” 

The speaker 
was Mr. C. M. 
Fairbanks, ad 
vertising man 
ager for Brown 
ing, King & 
Co.. whose 
headquarters 
are at 40060 to 
412 Broome Wm. C, 
street, New 
York, and editor of the clever 
monthly magazine issued by the 
same people. 

“Yes,” said Mr. Fairbanks to 
the Printers’ INK representative, 
“there is a feature of our business, 
and indeed a very large depart- 
ment of it, of the importance and 
extent of which the public has no 
conception. As indeed why should 
it have, when one remembers how 
little—to coin a word—it is ‘ad- 
vertisable,’ Nevertheless, the ag- 
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gregate of uniforms which we 
manufacture is tremendous.” 

“These are for corporate bod- 
ies?” 

“Of all kinds. For instance, we 
make all of them for all of the em- 
ployees of the Metropolitan Rail- 
way System, for all the telegraph 
and messenger boys, for numerous 
railroads, including the New York 
Central System, the New Haven 
System, the Delaware, Lackawan- 
na & Western, the Erie, and so on. 
Then liveries 
without num- 
ber, hotels and 
—well, all the 
Nationa 
Guards of this 
State. During 
the Spanish war 
we supplied all 
the uniforms at 
the Navy Yard, 
aside from the 
infinitesimal 
percentage turn 
ed out by their 
own shop. Then 
there’s the the 
atrical end, 
troupes on 
troupes, ballets 
on ballets. We 
just completed 
the uniforms for 
the Alice Neil 
son troupe, and 
her own. coat 
cost $200. So, too, we recently 
sent a representative to London, 
and he measured the Barnum com 
pany for new uniforms for their 
continental tour. And the liver- 
ies!” 

“You obtain these orders?” 

“Through correspondence and 
by contract. Often through send- 
ing in our bids.” 

“How old is the concern, Mr. 
Fairbanks ?” 

“Tn 1851 Mr. John H. Browning 
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started the company, under the 
style of John H. Browning & Co. 
His son, William C., still present 
head of Browning, King & Co., 
was the company. They supplied 
clothing for the California market 
almost entirely—the new _ gold 
country. In 1858 Mr. William C. 
started a company with his own 
name at the fore. ‘It occupied the 
premises 326 to 330 Broadway, the 
first local building with steam 
heat and elevator service. 

“Tt was in 1868 that the present 
style was first adopted, the firm 
consisting of Mr. William C. 
Browning and Mr. E, W. Dewey, 
of New York, and Mr. Henry W. 
King, of Chicago. The local end 
manufactured, and the jobbing 
was done from Chicago entirely, 
the goods being sold by the Chi- 
cago wing, and under the name of 
Henry W. King & Co.” 


“You were already advertis- 
ing?” : 
“Not yet. That began with the 


establishment of retail stores. The 
first of these was opened in Chi- 
cago in 1875, under the name of 
‘The Golden Eagle.’ From that 
day we practically instituted a 
system of liberal use of the col- 
umns of the dailies.” 

“And your development?” 

“Just about kept step with the 
starting of retail stores. We now 
have fifteen such stores, and for a 
long while we started them at the 


rate of about an interval of a 
year between each, the last begun 
in Buffalo. We shall start one 


more this year, and we hope to 
make of it one of the finest retail 
salesplaces that has ever bid for 
patronage.” 

“When and where?” 

“If you are posted, you know 
that about a year ago we discon- 
tinued the rather insufficient local 
store which we had in Harlem. 
The coming one, to be opened 
about August, is to supplant that. 
It will be our sixteenth, and if 
will occupy part of the ground 
floor of our new factory, on Coop- 
er Square, just the beginning of 
Fourth avenue. The factory, to 
be the largest clothing shop in tlie 


world, will be an edifice of steel 
construction, with every device 
and improvement, sub-basement 
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and basement and seven stories, 
125 feet front and 105 feet deep.” 
“How about advertising?” 
“Well, we have made it a mat- 
ter of course to adopt all the prin 
cipal dailies in each city in which 
we are represented by a store. So 
that beginning with Chicago, we 
have gradually increased our list 
with the papers in the following 
cities, in about this order: St. 
Louis, Milwaukee, Cincinnati, 
Philadelphia, Kansas City, St. 
Paul, Omaha, Harlem (which, 
before stated, we discontinued, 
and which never was the sturdy, 
vigorous plant all our other off- 


shoots have been), Minneapolis, 
Brooklyn, Boston, Providence, 
Cleveland, Buffalo. And_ soon 
there will follow the local store, 


when we shall take up the New 
York papers; although, for the 
sake of our Brooklyn store, we 
have already favored some of 
these. And do you know, that as 
an actual fact, we have received 
more benefit for that store from 
the New York Sun than from the 
Brooklyn Eagle, which is surpris- 
ing in view of the general efficien- 
cy of the latter.” 

“At the same time you have 
conducted a jobbing business?” 

“We entirely discontinued that 
upon the death of Mr. King, four 
years ago, and have since manu- 
factured for our own retailing.” 

“Besides the dz uilies, do you not 
use other mediums ?” 

“None at all except our own 
literature. Not even programmes 
or ephemeral publications, such as 
those issued by the horse show, 
or any of the church affairs or 
school expositions and exhibitions 
continually soliciting. We have 
been considering the street cars, 
but have as yet not determined to 
adopt them. The one exception 
is our own literature.” 

“Nevertheless, even if your 
mediums are limited, there must 
be such a great number of the one 
class that your outlay must be 
large?” 

“Tt always exceeds $150,000.” 

“You take liberal space?” 

“Double column, and from 
to 100 lines.” 

“And are your ads distinctive?” 

“We think they are. We always 
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use our trade-mark on them—the 
black triangle, with our initials. 
As I am a stickler for white space 
around my reading, and always 
try to have the reading matter in- 
dented, I think I make our ads 
stand out so prominently that they 
can not be overlooked. We be- 
lieve in addressing the intelligence 
of the community, and that a good 
argument is better than an alleged 
joke. You cannot disguise a cloth- 
ing ad, and we do not believe in 
sensation or scare-heads. Address 


N 
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degrees warmer. 
And besides, there may be even 
greater local differences than 
those of temperature.” 
“Do you patronize 
newspapers?” 
“As a rule, 


or even forty 


Sunday 


no. In some cities, 
however, yes. On the whole we 
find that these large sheets are 
overfilled with dry goods ads, and 


our moderate announcements 
would be likely to be overlooked. 
And as a rule, it is my opinion 


that men are not so apt to be in- 


y « “The Store of the Town.” 


We didn’t invent this phrase, but we 
are proud to accept and adopt it, hecause it 


is true of this store. 


We are already receiving new Spring 
goods and you are invited to inspect them 


New Top Coats, $10.00 to $25.00 


New Suits. . 


- $10.00 to $25.00 


““NO CLOTHING F:iTS LIKE OURS.’ 


2 rOWMING 


WESTMINSTER AND 


2° [ae-B2€ 


J. A. ROBINSON, Manager. 








common sense people in a common 
sense way. ye 
“Who prepares your copy? 

“All the advertising is a 
directed from this office, and is 
prepared by me. But each store 
is of course under the domination 
of its local manager, and naturally 
he adapts the copy to his local 
conditions. Naturally there is 
considerable latitude, for you see 
while it may be freezing in Minn- 
eapolis, here or in St. Louis we 
may be having it twenty, or thirty, 


fluenced by an ad so far removed 
from the time of purchase. They 
are much more likely to be swayed 
by the current issue, and to make 
up their minds from that for an 
immediate purchase.” 

“How about the relative value 
of morning and evening editions?” 

“There, too, I would not wish 
to express too decided an opinion. 
I should say that this varies in 
different communities. Here in 
New York it is a great problem. 
As for myself, I believe the morn- 
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ing paper is more closely read. It 
is difficult to generalize on that 
question. 

“Have you much of a mail or- 
der trade, Mr. Fairbanks?” 

“We have none from our head- 
quarters here. But many of our 
stores are favored by such, notably 
those in the West. 

“Does this spring from your ad- 
vertising in the daily papers?” 
That is entirely built 


“Oh, no. 
up by our monthly and by our 
catalogues.” 

“Are you able to key replies 


elicited by them?” 
“We know that both of them 
create business, but such trade is 
more directly traceable in the ag- 
gregate than in individual cases. 
But that they create direct busi- 
ness is beyond a doubt. If, for 
instance, we send numerous cop- 
ies to remoter sections, such as 
Indian Territory, parts of Texas, 
Oregon, etc., as we do, and ifthese 
are the only means we employ 
there, and trade comes from these 
regions, these results are more 
than an inference, are they not?” 
“How old is 
your monthly?” 
“Tt was started 
in the spring of 
1890. At first we 
used a great deal 
of stock matter— 
syndicate copy. 
Soon afterward I 
took charge, andI 
started the poiicy 
of buying original 
humor in the cpen 
market, and from 
the same sources 
as such _ publica- 
tions as Life, 
Puck, Truth, etc. 
With the recent 
April number 1 
have enlarged from 
16 pages to 32, aid 
I am_ adopting 
more and more 
magazine features. 
Besides. these; the 
magazine gives 
only _ legitimate 
news and other 
items * concerning 
clothing, and more 
especially our 





ONE OF THE MOST ADMIRED PICTURES IN 
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our and our 


policy 
We quote no prices, but 
we do harp on the superiority of 


products, 
stores. 


our fit, style and material, on the 
indisputable theory that all busi- 
ness must ultimately be done upon 
its merits. This has always been 
our policy, and we have made it a 


point never to meet competition 
upon the low plane of ‘cheap’ 
prices, although we insist that all 


our prices are always moderate.” 

“And its circulation?” 

“At first this was only 40,000. 
Now it is about 135,000. Now al- 
though this is, of course, a free 
circulation, it is by no means an 
indiscriminate one. We can not 
tell how much of it may be wast- 


ed, but our lists are just as gen- 
uine and legitimate as those of 
any publication in the land, and 


we have thousands of evidences 
of the high regard in which the 
monthly is held. These lists are 
scrutinized, and no names are add 
ed without sufficient reason.” 

“Where is its greatest circula- 
tion?” 


“It largely takes in the suburbs 


THE LATEST CATALOGUE, 
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of the cities in which we have a 
store. Each of these cities is a 
metropolis to a good-sized sur- 
rounding region.” 

“And your catalogues?” 

“They are issued twice a year, 
and we take pride in them. We 


try and believe we make them at- 
tractive, but not so fancy that 
their object may be forgotten. In 


them we quote general prices, but 
our great effort is to have the cuts 
lifelike as well as beautiful, exact 
transcripts of how people look 
when clad in our dressy garments. 
You know the tendency is either 
to cheap cuts that are so atrocious 
that they give people the appear- 
ance of ill-kempt and ill-disguised 
ruffans slipped into misfits, or of 
insipid and characterless figures 
molded into ethereal garments 
such as never are or can be. O 
course, our great success in this 
direction is due largely to our 
printer, who is one of the best in 
his line.” J. W. ScHWwartz. 
+o 


A HAIR RAISER. 
“T sorter like that chap Aguinaldo,”’ 
said the rural editor. 
“Why so?” asked the man who had 
walked five miles to bring in his sub 
scription. 


“Because he’s so accommodatin’ in 
looks. Sometimes I run him in as an 
insurgent, an’ then as a prize fighter. 
He has a dandy pompadour.”’—Buffalo 
(N. Y.) News. 
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A SWISS YANKEE, 


In Constance, Switzerland, is a tailor 


smart enough to have been born in 
Connecticut. He advertised not to get 
good customers, but to be warned 
against bad ones. To this end he pub- 
lished the following: 


A young lady, good looking and very 
wealthy, wishes to meet with a gentle- 
man of good family; view marriage; age 
no object. The lady will not object to 
pay the debts (amount of which should 
be stated) of her future husband. In- 
close photo and apply to \. Z., care of 
this paper. 

Every bachelor for 
was hard up, replied. The tailor 
copies made of the photographs, 
and pasted them in a book, with the 


miles around, 


written name and addresses. Then he 
returned the originals with profuse 
apologies. He probably has as few 


debts as any tradesman in Constance. 
National Advertiser. 
coos 
A CHICAGO STORY. 

Speaking of business integrity, at 
Marshall lield’s retail store in Chicago, 
Mr. Selfridge, the manager, pays a re 
ward of $1 for every mistake, misrep 
resentation or inaccuracy that is pointed 
out in the newspaper advertisements of 
that firm, and the clerks and other em- 
ployees are alert to secure the money. 
The object of this curious policy is pri- 
marily to prevent any deception of the 
public. It is the intention of the com 
pany to state the exact truth in their 
advertisements, and the fact that a dol- 
lar must be paid to everybody who finds 
an error is a great stimulant for accur 
acy. At the same time the employees 
of the house are induced to study the 
advertisements carefully and _ obtain 
from them information to offer in reply 
to inquiries from their customers. 
Chicago Record-Herald. 









iN THE HAND OF MAN 
WOMAN OR CHILD WILL 
PUT OUT. ANY FIRE IN 
ITS BEGINNING. RILFYRE 
ISA DRY POWDER 
HAKMLESS TO LIFE AND 
WILL LAST FOREVER 

IT IS ALWAYS READY: 

IT ONLY KILLS FIRE 

DOES NOT INJURE 
CARPETS OR 

OTHER FABRICS: | 


OVER HALF A 

MILLION NOW IN USE 

Send for book of 
testimonials 


ADDRESS 
DEPARTMENT BW 


United States Government 
e Standard Oil Company 
Western Union Telegraph Co. 
Postal Telegraph Company © 


leading Telephone and Electric Light Com- 
panies and many 
Manufacturing Concerns and 


“KILFYRE” 


is also placed us a protection in many homes and is known as the 


“HOME FIRE EXTINGUISHER” 














USED BY THE 


of the largest Mercantile and 
ublic Institutions 





Price of KILFYRE, $3.00 per tube 
Six tubes for $15.00 


Sent anywhere In the United States, prepaid, 


on receipt of above price 


Monarch Fire Appliance Company 
Originators and Sole Owners 
27 WILLIAM STREET, NEW YORE 








GOOD EYE EFFECT. 
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WINDOW TRIMMING AND 
SHOW CARDS.—I. 


By L. 


The retail merchants of the day 
are passing through one of the 
most progressive periods of retail- 
ing. They see about them the 
wonderful strides that are being 
made by the large department 
stores, and stand with folded arms 
wondering why these progress so 
rapidly and yet they themselves 
stand still. The theory among the 
retailers is that they cannot afford 
to appropriate thousands of dol- 
lars to advertise, and then and 
there they stop trying for “‘public- 
ity.’ Many of the largest and 
most prominently advertised firms 
in this country have started with 
a small appropriation; the same 
applies to the small retailer. If 
he can afford but ten dollars, place 
that first ten dollars in show cards 
and window trimming. For the 
sum of seventy-five cents to one 
dollar and twenty-five cents he can 
purchase a handsome hand-painted 
subject card suited for his partic- 
ular line of business and with 
wording that is catchy. Such a 
card will attract a passerby and 
cause him to stop and read it, 
while otherwise he would pass by. 

Most retail merchants neglect 
the best as well as the cheapest 
adv ertising that they can do, and 
that is by putting in window show 
cards that claim the attention of 
the public. Invariably, show cards 
have more than paid the merchants 
for their cost in the amount of 
trade they bring. Show cards 
should command attention. Let 
that card be a good and attractive 
one—not with a sermon on it, but 
one that any person walking by 
would be tempted to stop and read. 

Cards should be changed on dis- 
play from time to time—one tires 
of the same always. You, Mr. 
Retailer, might not think you are 
advertising when you spend a few 
dollars for show cards, but you 
are. Would you think of opening 
up a store and not have business 
cards printed? Well, just as es- 
sential as these cards are to your 
business, just so mecessary are 
show cards. All the goods in your 
window should have price tickets, 


National Crakow. 











stating what the article is and its 


price. There are thousands of 
people that would look into your 
window and would not care about 
asking the price of an article they 
fancy, but if they knew they could 
afford what it was marked, they 
would be tempted to purchase it. 
For example 

If a man saw a necktie in your 
window without the price marked 
on it, he might pass on, thinking 
that it cost more than he could 
spare, but if the tie was ticketed: 

PICK OF THE SEASON, 
25 CENTs. 
it would be the means of making 
a sale. 

The same thing might occur in 
a clothing store. A man may see 
a suit of clothes suited to his lik- 
ing and ticketed as follows: 

Suits To Suit 
BotH PurRSE AND PERSON. 

Your Cuotrce, ONLY $18.00. 
How much better would be the 
chance of making the sale than if 
it had not been marked. 

When the merchant considers 
that he can buy 100 eards ranging 
in size from 114 by 2% to 4% by 
714 inches of such a character as 
low as $1.50, the writer has often 
wondered why so many windows 
are without show cards or with 
such poor ones that it is difficult 
for the average person to know 
exactly what the price is. When 
the retailer leases a store, his first 
thought is what street he will lo- 
cate on. The merchant picks out 
the best thoroughfare; rental is 
the predominant thought, but the 
paramount issue is, how much 
frontage and show window  dis- 
play. A store fifty foot frontage 
and twenty-five feet deep will 
bring more rental than one with a 
twenty-five foot frontage and fifty 
feet deep on the same street, and 
yet how many merchants neglect 
their show windows and fail to 
apprecite the value of having their 
windows trimmed with business- 
bringing cards and price tickets. 

In my next article I will enlarge 
on window trimming and show 
cards by a prominent retail mer- 
chant, with cuts. 

- _ 

THROUGH ignorance many a good ad- 
vertisement is lodged in the wrong 
place.—Pacific Coast Advertising, 
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IN dealing with newspapers and periodicals and paying them large sums for 
advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publi- 
cation under consideration. The information conveyed by a newspaper 

directory is necessarily brief and touches only upon well-defined lines. A timely 
knowledge of some important detail of the past, present and the probable future 
of a paper may occasionally prevent an unwarranted expenditure. What seems 


gold on the surface is sometimes only gilding. 


The American Newspaper Directory 
Confidential Information Bureau .. . 


with the more than thirty years’ experience of its founders, and with the facilities at 
their command, is willing to convey to its subscribers such confidential informa- 
tion as it may possess. It is often in a position to tell about a specified publication 
just what an advertiser would very much like to know. It will deal only with 
papers credited with a circulation of a thousand copies or more. With smaller 


circulations the general advertiser cannot profitably concern himself. 


PRICE OF SERVICE, $25 A YEAR, STRICTLY 
IN ADVANCE. A SUBSCRIBER RECEIVES REPORTS 
AS ASKED FOR; ALSO PRINTERS’ INK (A JOURNAL 
FOR ADVERTISERS), ISSUED WEEKLY AT $5 A 
YEAR, AND THE AMERICAN NEWSPAPER DIREC- 
TORY (ISSUED QUARTERLY AT $5 A QUARTER), 
$20 A YEAR. AppREss Geo. P. RowELt & Co., 
PROPRIETORS, No. ro SprucE ST., NEw YORK. 
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By F. N. Hollingsworth. 
A Stats business man, who 
has had a somewhat diversified 


experience in the advertising field, 
makes the following pertinent re- 
marks on advertising: 

“Advertising is the dissemina- 
tion of business news. 

“There are many different kinds 
of advertising, just as there are 
different kinds of almost every- 
thing else. There is good adver- 
tising and bad advertising, and 
my exnerience has taught me that 
there is usually a good and bad 
side to everything. 


“Good advertising is a good 
thing. It is a necessity to the 
twentieth century business man, 


and it is used by the leading mer- 
chants and corporations with as 
much care and attention paid to 
its requirements as is paid to any 
other branch of their business. 
Announcement in the public print 
is considered to be the best form 
of advertising, and some of the 
greatest minds and best talent in 
the country are to-day devoted to 
this important branch of business. 

“Because advertising is such a 
good .thing, it is surrounded with 
a great deal of fraud and deceit, 
and many glib talkers make a fat 
living by engaging in a species of 
publicity which it would be a sac- 
rilege to define as advertising, al- 
though they use the word as a 
cloak to play their games upon the 
business public. In this respect 
advertising may be classed with 
mining schemes. It is usually the 
very good things which are sub- 
ject to be used as a means to ac- 
complish an unworthy end. The 
bunco man plates a brick to make 
it look like gold. I never heard 
of an unsuspecting farmer who 
bought a brick gotten up to repre- 
sent a cake of soap. There are 
two ways of appealing to the pub- 
lic. One is through the cupidity ; 
another, and by far the better way, 
is through the reason. 

“Every man or woman has some 
cupidity, but they are apt to have 


a great deal more of common 
sense. I, have found this to be 
the case with the majority, al- 


though there are some exceptions. 
“The modern newspaper sells 
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its advertising space to any one 
who: is willing to pay the price. 
It does not care whether it gives 
publicity to the bunco man with a 
gold brick, or the honest man with 
a worthy article to sell its read- 
ers. The newspaper does not dis- 
criminate. Perhaps it could not 
do so, if it would. A_ publisher 
has not the time to look up the 
reputation and pedigree of the ad- 


vertiser. He simply does business 
on the theory that ‘all ads look 
alike to him.’ Some _ publishers 


have tried to break this rule, and 
surround their advertising con- 
tracts with a mass of conditions, 
etc. Their success in these ef- 
forts has been rather doubtful. 
There is no positive way to pro- 
tect yourself against the thief who 
has made up his mind to possess 
himself of some of your chattels. 

“Publicity which appeals to the 
cupidity is usually a mass of lies, 
intended to get a small amount of 
money out of the many, instead 
of a large amount from the few. 
Sometimes this kind of publicity 
is quite profitable for a time, but 
I never heard of a man who kept 
it up indefinitely, who ever amass- 
ed a considerable fortune. This 
surely is not good advertising.” 

+++ 

It makes no difference how clever or 

elegant it is; if it does not provoke 


confidence it is not good copy.—Our 
Wedge. 


STEREOTYPE D ADVERTISING 
PI 


LRASES. 








‘THK KIND THAT CURED YOUR GRAND- 
FATHER,”’ 
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Des Moines 


Daily News 


Established November 9, 1881. 





CIRCULATION : 
December 25, 1895, 2 10,000 
March 23, 1898, 2 20,000 
January 1, 1901, = - $0,000 























A progressive, modern newspaper 
with no equal in Iowa and few 


peers in the United States. 
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A TELEPHONE NEWSPA- 
PER 


In World’s Work for April, 
Mr. T. A. Denison describes the 
Telefon-Hirmondo established at 
Budapest by Mr. Theodore Busch- 
gasch, about eight years ago. The 
“paper” now has 6,200 subscrib- 
ers, at an annual rate of 18 florins. 
The advertising rate is one florin 
for a twelve-second talk. The 
current expenses are between 9,000 
and 10,000 florins a month. 

Telcfon-Hirmondo divides the 
entire city into twenty-seven dis- 
tricts, and the main wire runs to 
each district, with branch wires 
to the houses. An accurate map 
of the system hangs in the central 
office. The company owns its own 
wires and plant throughout, and 
has the same right to place wires 
that is enjoyed by the telephone 
and telegraph companies. A com- 
plete program is tacked to the 
wall above each subscriber's re- 
ceiver, and a glance at this tells 
just what may be expected at any 
hour, every day except Sundays 
and holidays having the same pro- 
gramme. The issue begins at 
10:30 a. m., and ends about 10:30 
p. m., unless a concert or some 
other night event is being report- 
ed, when it keeps on till later. 

Telefon Hirmondo is independ- 
ent in a sense not known in Amer- 
ica; it has no leading articles, no 
editorials, no opinions—unless its 
short notices of literature and art 
can come under the last head. The 
editor alone is responsible in case 
of action against the paper for li- 
bel. He has already had two or 
three lawsuits, but has won all. 

The mechanical processes of the 
paper are about as follows: The 
news (telegraphic, exchange, spe- 
cials and locals) is secured by the 
ordinary methods known in all 
newspaper offices. The reporter 
who has finished his assignment 
writes out his matter in ink and 
submits, it to his chief, who signs 
it on the margin of the printed 


form. This signature fixes re- 
sponsibility. A clerk then takes 
the copy and carefully copies it 


with lithographic ink on long gal- 
ley slips. These are transferred 
to the stone so as to appear in par- 








allel columns about six inches 
wide and two feet long. Two 
pressmen take several impressions 
on a roller-movement hand press. 
Common printing paper is used. 
Each sheet is submitted to an as 
sistant editor, who, with the aid 
of a copyholder, exactly as in 
proofreading, verifies its correct 
ness. This sheet constitutes the 
file, and a duplicate is cut up into 
convenient strips for the use of the 
stentors. Each sheet comprises a 
certain part of the programme, 
and the whole number of sheets, 
with hour dates, constitute the 
day’s file. The stentors are six 
in number in winter, when the 
paper is likely to be crowded with 
important matter, four for duty 
and two alternates. In summer 
four suffice. The stentors have 
strong, clear voices and distinct 
articulation, and the news comes 
from the receivers with remark- 
able strength and clearness. 
Hirmondo is at present trying 
an experiment with “penny-in-the- 
slot” machines. The coin used is 
a 20-filler piece, worth about two 


cents in our money. Music by 
telephone, whether vocal or in- 
strumental, still leaves something 


to be desired. The telephone tim- 
bre must be got rid of before mu- 
sic can be transmitted satisfactor- 
ily. One strong point in its favor 
is its early reports. In this re- 
spect the paper has a strong hold, 
for it is able to issue an “extra” 
at any hour of the day. Moreover, 
invalids and busy people may get 
as much news as they want with 
little effort. 
— a 
OFTEN. 

Far too much abuse is levelled at the 
medium for lack of results, when it is 
the advertisement itself that is faulty. 

ee 


CATCH LINE OF 
ADS _TLLUSTRATED. 





WELL KNOWN 
COOK'S 


FLAKED RICE. 





“REQUIRES NO COOKING,” 
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Comparative 
Advertising. 






Record for twelve months ending De- 
cember 31, 1900, of the number of agate 
lines of paid advertising carried by 
some Chicago and Milwaukee papers. 









Daily Only. 






Tribune, . . . 2,859,451 
Record, . . . . 2,556,522 
Times-Herald, . 2,123,037 
Inter-Ocean, . . 4,639,354 
Chronicle, . . . 41,354,563 
2,881,340 








Eve. Wisconsin, . 
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GERNAND’S 
MAN-TO-MAN TALKS ABOUT 
LIFE INSURANCE. 

TALK TWO. 

One of the chief traits men have 
is to-desire to make the best ‘‘show- 
ing’ theycan. This is all right, and 
comparatively easy during youth, 
middle age, and perhaps well along 
into old age—provided, of course, 
that your earning capabilities do not 
wither. 

But how about the ‘“‘showing’’ to 
be made by those you leave behind ? 
Many and many a man never dwells 
upon that until it comes to him in 
the haze of a fatal illness. 

Gernand doesn’t wish to make the 
contemplation a gruesome one. It’s 
only one of life’s hard-headed facts. 
We can’t all roll up wealth. But, 
while we are in our earning period, 
we can dispose of the matter definite- 
ly. Wecan not only get all that is 
coming to ourselves, but we can en- 
able those who are our dependents 
to maintain the ‘‘showing”’ we taught 
them was due the family station. 

There’s a lot more to this; but it’s 
better talked over. 


Talk with GERNAND. 
State Mutual Life Assurance Company 


of Worcester, Mass. 
211 N. CALVERT STREET. 


[COPYRIGHTED] 





Mr. GERNAND, of Baltimore, 
Md., sends out a dozen cards like 
these. Some are even better than 
the initial couple shown above. 
One member of PRINTERS’ INK’S 
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GERNAND’S 
MAN-TO-MAN TALKS ABOUT 
LIFE INSURANCE. 


TALK ONE, 
No man is too busy to die! If he’s 

a mind to think so, he’s never too 
busy to consider what his demise 
may mean to others. And there are 
some who have foresight enough to 
take a thought of the comfort a snug 
sum “coming in” in old age pos- 
sesses ! 

_Gernand doesn’t talk insurance 
like anybody else. He plucks the 
subject from it’s prosiness, from it's 
old-story tedium, and lets light into 
your mind on the subject. At the 
same time he doesn’t skulk around 
the knotty propositions which are 
submitted to you by some compan- 
ies—he tackles them just where he 
finds them in your mind, either on 
the surface, or buried in the depths 
of prejudice. 

Gernand doesn’t ask you to believe 
what he tells you; you believe it be- 
‘cause you can’t helpit, and youcan’t 
help it for the best reason in the 
world—Because it’s so! 


Talk with GERNAND. 
State Mutual Life Assurance Company 
of Worcester, Mass. 
211 N. CALVERT STREET. 


[COPYRIGHTED] 


staff suggested that if each card 
were in a different color, the re- 
cipient would never make the nat- 
ural mistake of thinking he was 
getting the same card again. 





BOUND TO ATTRACT ATTENTION. 

This idea has led many an advertis- 
er on to the rocks. No one, of course, 
will question the fact that an_advertise- 
ment must be seen to be read, but that 
is very different from its strength, ly- 
ing in the fact that it attracts atten- 
tion. Suppose it Attracting at- 
tention is simply one of the many in- 
cidental points in a good advertisement. 
The vital point is to inspire confidence 
and a desire to buy. 

Take, for example, a dyspepsia cure. 
What is the use of attracting people 
who never have dyspepsia? The dys 
peptic does not have to be hunted—he 
is doing the hunting; there is nothing 
he desires quite so much as to find a 
means of curing himself. He not only 
but looks advertise- 


does. 


for every 


reads, 


ment on the question—he reads them 
all, but he only tries one. He tries the 
one that is so written as to inspire him 
with confidence. A striking picture 
which forcibly illustrates one of the 
strong points of the reading matter is 
of great aid to the advertisement, but 
better no pictures at all than one which 
simply attracts attention and—nothing 
more.— Our W ? 





e 
TWO REQUISITES. 

The best advertisement any store can 
have is a better quality than any other 
store at the price—but you must let the 
greatest possible number know about it. 

White’s Sayings. 


Great stores from little ads will often 
grow. 
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Cleveland 


is the seventh city in 
the United States and 


the metropolis of 
Ohio 

















THE 


PLAIN 
DEALER 


is to-day its representative news- 
paper, leading all others in both 
quantity and quality of circulation. 

These facts are worthy the at- 
tention of Hotel and Summer 
Resort advertisers. 

















Cc. J. BILLSON 


Manager Foreign Advertising Department 
STOCK EXCHANGE, CHICAGO TRIBUNE BLDG., NEW YORK 
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THESE TWO CARDS, HERE GREATLY REDUCED, APPEAR TO MAKE EXCELLENT ADVERTISE- 
MENTS IN DRUGGISTS’ WINDOWS WHEN DELICATELY FRAMED IN GLASS AND WHITE AS THEY 
THERE AFPEAR. 

FACTS AND CONCLUSIONS. with the circulation, and the higher it 

The mere fact that a newspaper has '5 the better he li = it. Get the cir 
a large circulation is far from being CUlation and you will get the advertiser 
conclusive evidence that such newspa that’s why we say that circulation i 
per is a valuable advertising medium, 4 nice thing to have about a newspaper 


but circulation is nevertheless a mighty 
comfortable thing to have about a news- 
paper shop. Values are always com 
parative, and he is a wise advertiser who 
can’ figure to a certainty just where his 
best returns come from. It would, of 
course, be rank stupidity to advertise 
$2,000 automobiles and other high-price 
luxuries in the columns of a newspaper 
with a circulation chiefly among the 
working classes, but the aspect of the 
case would very different where 
staples and necessaries are concerned. 
~The general advertiser is after the paper 


be 


office—it’s nice because it pays.—7/ 

Fourth Estate. 

ee 

YEAR IN 
TION. 

Boston Cigarmakers’ Union No. 97 
spends $6,000 a year for advertising the 
blue label in various ways—with 
venir match boxes, fancv glass and iron 
hangers for public resorts and through 
the 





$6,000 A LABEL AGITA 


sou 


labor papers. Secretary Henry Ab 
rahams says he believes Union No. 97 
is the greatest label promoter in the 


United States.—WN. Evening Journal, 





PRINTERS’ INK. 17 








0,000 


of the best homes in Kansas 
City and surrounding cities 
are reached daily by the 


Kansas City Journal 


Thousands of people in the 
Middle West go to summer 
resorts because of the ex- 
tremely hot weather. Tell 
them of the advantages of 
your resort. They'll soon 
be making up their minds 
where to go. You have prob- 
ably just the place to suit 
many of them if they only 
knew about it. For sample 
copies, literature, induce- 
ments, rates, etc., address the 


J. E. VAN DOREN SPECIAL AGENCY 


PUBLISHERS’ DIRECT REPRESENTATIVES 


EASTERN OFFICES WESTERN OFFICES 
407, 408, 409, 410 Temple Court 1104, 1105 Boyce Bldg 
NEw YORK CHICAGO 
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AEOLIAN AND PIANOLA 

DIFFICULTIES. 
By James H. Collins. 
In all advertising campaigns al- 
lowance must be made for a cer- 
tain percentage of ‘‘waste.” In 
the very nature of things there are 
people who will read one’s ads 
who will never need baby carriag- 
es or artificial limbs or automo- 
biles. Blonde women never buy 
brunette toilet powder. In most 
instances this ‘waste’ takes care 
of itself. The problem is to win- 
now out the interested mortals. In 
the plan followed by the Aeolian 
Company, 18 West 23d street, 
New York, however, this super- 
fluous portion of readers is an 
important item. 

This company depends largely 
upon free recitals in a hall in its 
building for demonstrating the 
worth of its instruments. These 
recitals are given weekly during 
the musical season, on Wednes- 
day afternoons. There are neces- 
sarily many people in Greater New 
York who would gladly attend a 
series of free concerts, but who 
could not afford to buy an instru- 
ment, no matter how badly they 
might want one. Mr. C. M. Tre- 
maine, who places this advertising 
from Room 514, St. James Build- 
ing, tells of problems that have 
come up in the five or six seasons 
that this plan has been used: 

“We depend upon the newspa- 
pers for reaching people who will 
be interested in the Aeolian and 
Pianola mainly. The instruments 
are not thoroughly understood by 
music lovers yet, and our recitals 
and lectures upon composers, il- 
lustrated by music from their 
works, are calculated to demon- 
strate the instruments to the best 
advantage. By judicious use cf 
the dailies in advertising these re- 
citals we manage to reach the 
classes who are likely to become 
customers, We have tried prac- 
tically all local dailies. The Post 
gives us the best returns, for it 
goes to a clientele peculiarly our 
own. We also use the Sun and 
other papers of the more solid 
sort. The most striking thing that 
has come up in our newspaper an- 
nouncements, however, is our ex- 
perience with what are generally 
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known as the ‘yellow’ papers. 
Two years ago we used them and 
were fairly inundated with audi 
ences who were, well, mildly— 
impossible. Our ads in these me- 
diums were quickly dropped. But 
lately we have given them another 
trial and find that they bring us 
an entirely different class of peo- 
ple. They have either reached an- 
other sort of patrons or have edu- 
cated their readers to an apprecia- 
tion of good music.” 

The recitals are given by expert 
musicians, aided by good soloists, 
while the lectures upon composers 
are delivered by well known crit- 
ics. Once the company has se- 
cured interest for its instruments, 
it follows up prospective purchas- 
ers with booklets of a high class. 
One of these cost five dollars per 
copy for an edition of five hun- 
dred. It comprises fine process 
engravings of expensive instru- 
ments that have been built into 
private music rooms and _ public 
buildings throughout the country, 
and is intended for circulation 
only among persons who are con- 
templating the purchase of simi- 
lar instruments. The engravings 
are upon loose leaves, with de- 
tailed specifications to each, and 
the whole is inclosed in a box with 
a descriptive book. As new in- 
struments are installed the collec- 
tion of specifications is increased, 
and the whole affair is as elabo- 
rate and effective as though it were 
for an individual customer. 

te 
OF COURSE NOT. 

The advertisement that does not say 

anything ought not to be expected to 


bring results. 
or — 


STEREOTYPED ADVERTISING PHRASES 





““HAS A STRONG HOLD UPON ITS READERS.”’ 
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Will It Pay? 













That’s the perplexing problem 
which confronts the prospect- 
ive advertiser, and one which 
he is particularly anxious to 
solve. Will street car adver- 






tising pay? Ask us for facts 
and figures—cost and results— 





of advertising done for similar 





products as yours in our sys- 
tem of street cars. Street car 
advertising has paid others— 





we have plenty of actual, prac- 
tical proof—and it is reason- 
able to suppose it will pay you. 
Better investigate. Particu- 







lars free. 





GEO. HISSAM @ CoO. 


w” New York. 









253 Broadway, 








TRADE-MARK AXIOMS. 


In a case recently decided by 
the United States Supreme Court, 
covering the trade-mark laws of 
the country, Chief Justice Muller 


delivered the opinion, in the 
course of which he called atten- 
tion to several salient points. At- 


tention was first called to the early 
use of the term “trade-mark” and 
its meaning as a distinctive mark 
of authenticity, through which the 
products of particular manufact- 
urers or the vendible commodities 
of certain merchants may be dis- 
tinguished from those of others. 

A trade-mark may consist of 
any symbol or any form of words, 
but as its office is to point out dis- 
tinctively the origin or ownership 
of the articles to which it is af- 
fixed, it follows that no sign or 
form of words can be appropriat- 
ed as a valid trade-mark which, 
from the nature of the fact con- 
veyed by its primary meaning, 
others may employ with equal 
truth, and with equal right for 
the same purpose. A general rule 
has also been established to the 
effect that words that do not in 
and of themselves indicate any- 
thing in the nature of origin, man- 
ufacture or ownership, but are 
merely descriptive of the place 
where an article is manufactured 


or produced, cannot be monopo- 
lized as a trade-mark. 
Another well known doctrine 


governing trade-mark law is that 
no one can apply the name of a 
district or country to a well known 
article of commerce, and by so 
doing obtain an exclusive right to 
such application as would prevent 
others inhabiting the same district 
from truthfully using the same 
designation. However, where a 
geographical name has acquired a 
secondary signification, its use in 
that sense may be protected by re- 
straining the use of such word by 
others in such a way that it would 
amount to a fraud on the public, 
and on those to whose employ- 
ment of it the special meaning has 
become attached. 

It may be granted, therefore, 
that the manufacturer of particu- 
lar goods is entitled to the reputa- 
tion they have acquired, and the 
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public is entitled to the means of 
distinguishing between those and 
other goods; protection is accord- 
ed against unfair dealing, whether 
there be a technical trade-mark or 
not. The essence of the wrong 
consists of the sale of the goods 


of one manufacturer or vendor 
for those of another. 
In a trade-mark suit if the 


plaintiff has the absolute right to 
the use of a particular word or 
words as a trade-mark, then if an 
infringement is shown, the wrong- 
ful or fraudulent intent is pre- 
sumed, and although allowed to 
be rebutted in exemption of dam- 
ages, the further violation of the 
right of property will be restrain- 
ed. Where an alleged trade-mark 
is not in itself a good trade-mark, 
but the use of the word has come 
to denote the particular manufact- 
urer or vendor, relief against un- 
fair competition or _ perfidious 
dealing will be awarded by requir- 
ing the use of the word by an- 
other to be confined to its pri- 
mary sense by such limitation as 
will prevent misapprehension on 
the question of origin.—Shoe and 
Leather Facts. 





pews a 
A NEW FUNCTION. 
Poeticus—Could you use a little poem 
on A, <medil : 

Editor—Yes, the sanctum will have 
to be repapered soon,. and I haven't 
quite enough spring verses yet.—Ohio 
State Journal, 

——_—__+2+—__——_ 

Worps that “win”? are wedded to wis- 

dom. 
ee 





Why guess at effects, risk uns 
eatin tor © certaincy? 
HOW KOGERS, PEET & MAKE an ARGU 
MENT FOR READY-MADE MEN’S CLOTHES, 
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Minneapolis 
Journal’s 
Saturday Night Edition 


Exceeds 50,000 Copies. 


This is 25 per cent more than any Twin City 





Sunday paper. 

THE JOURNAL RUNS FRO? 24 TO 28 
PAGES SATURDAY NIGHT. It reaches all its mail 
subscribers before Sunday night, making it 


A Great Mail Order 
Proposition. 


FOREIGN ADVERTISING DEPARTMENT, 


C. J. BILLSON, Manager. 


New York Office, . 86, 87, 88 Tribune Building. 
Chicago Office, 307 & 308 Stock Exchange Building. 























HOW DANIELS HELPS. 


THE EXCELLENT EFFORTS OF THE 
GENERAL PASSENGER AGENT OF 
THE NEW YORK CENTRAL RAIL- 
ROAD IN REGARD TO CALIFORNIA 
WINES AND PRUNES. 

By a general order applicable 
to all the roads in the system, G. 
H. Daniels, general passenger 
agent of the New York Central 
lines, has made California prunes 
a standard article in the dining 
cars of the system. Hereafter 
they are to figure daily on the bill 
of fare of every train, where they 
are to be listed, not as_ plain 
“prunes,” but as ~‘ California 
prunes.”” The rule goes into ef- 
fect at once, and already large 
orders for first-class fruit to fill 
the railroad demand have been 
placed with several of the South- 
ern dryers. 

‘The order is only a part of the 
advertising that the New York 
Central lines are doing for Cali- 
fornia,” said C. C. Crane, Pacific 
Coast agent. “But, of course, we 
expect that the company will reap 
a direct benefit from the cheap- 
ness and excellence of California 
prunes, if properly prepared, as a 
table delicacy. It must not be 
supposed that the chefs of the din- 
ing cars are to be confined to the 
plain stewed prunes. An effort 
will be made to serve the fruit up 
in the most tempting forms, such 
as have been suggested in the late 
prune campaign of the Santa Clara 
growers. Owing to the spread of 
che New York Central lines and 
the amount of the traffic, the de- 
mand thus created will be no small 
item; but the greatest benefit to 
the State will be the advertising 
coming from the mention of the 
fruit on the daily menus. Only 
the very best grades will be em- 
ployed, so that the reputation of 
the product is in no danger of 
being hurt through the use of an 
inferior article. 

“This-is the second time that 
the New York Central lines have 
taken up a California product to 
help it along. They did the very 
same thing for California wines 
when the growers were struggling 
to have them introduced in the 
East, added them to the regular 
dining car menu and put them 
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down as the California product in 
the menu. The wines have held 
their place there to this day, and 
I have reason to believe that the 
spread of the native vintages in 
the East is in no small measure 
due to this advertising. 

“Great credit is due to Mr. Dan- 
iels personally, as he took the 
matter up and put it through. He 
has also been one of the chief fac- 
tors in the advertising which the 
New York Central is giving the 
State through the columns of the 
Eastern magazines and newspa- 
pers.”—San Francisco Chronicle. 

~—-_ 
ONE LITTLE SCREW. 

Adyertising is a subtle science, so 
subtle, in fact, that by most of the pec- 
ple it is regarded as more or less of a 
game of chance. This is a _ mistake. 
There is nothing in the world more cer- 
tain than advertising if it is properly 
done. You can make a failure in any- 
thing—any line of business—if you do 
not go about it with a full understand 
ing of its details and careful attention 
to them. Leave one single, little insig 
nificant screw out of a locomotive, and 
sooner or later there is going to be a 
smash-up. Whenever advertising doesn’t 
pay there is a loose screw or a lost one 
some place. Too many advertisers do 
not look beneath the surface.—Current 
Advertising. 





THE SIXTH 
PRINTERS’ INK 
SUGAR BOWL. 


What is the Sixth Sugar Bowl? 
It is a sterling silver Sugar Bowl, made by 
Tiffany, properly engraved and put into a 
case befitting its character. 


For what is itto be awarded? 

It will be awarded by PRINTERS’ INK, the 
Little Schoolmaster in the Art of Advertis- 
ing, to that trade or class paper which, all 
things considered, best represents its con- 
stituency, thus making it the best of all the 
trade or class papers. 


Why is It called the Sixth Sugar Bowl? 

Because five bowls have already been 
awarded to the newspapers in various sec- 
tions of the country that best represented the 
regions in which they circulated, The Sixth 
is for the best trade paper. 


Who can compete? 
Every trade paper that thinks or asserts 
that it has a fair chance to win. 


When does the competition close? 

That has not been decided, but the date 
may be an early one. The earlier points of 
excellence are set up and sent in, the less 
the chance there will be of losing the prize 
by procrastination, 
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MAGAZINE ADVERTISING. 


Some advertising men were 
chatting in the Tribune Building 
the other day, during the quiet 
half-hour that folldws the lunch- 
eon of men who respect the rights 
of their stomachs. The old ques- 
tion of the relative value of news- 
papers and magazines came up, 
and one of the party, himself in- 
terested in the success of several 
newspapers, said: 

“TI consider such questions the 
very scholasticism of business. 
They are barren of importance as 
the medieval monkish attempts to 
figure out how many angels can 
dance on the point of a needle. It 
is clear that unless your goods are 
obtainable all over the United 
States, you will not find the dif- 
fused circulation of a magazine 
profitable. I am not now talking 
of a mail order business, please 
bear in mind. Where your goods 
are on sale in a limited territory, 
the concentrated circulation of the 
newspapers is to be preferred. 

“One objection to magazines 
which is commonly made I do not 
consider well taken. I mean the 
sharp separation of advertising 
from reading matter. It is said 
that an advertisement is lost in 
the mass in the back of the book, 
and is not likely to be noticed; 
that you must buy a page to make 
any impression at all, Now, re- 
member that I am a hostile or 
at least an unwilling witness in 
favor of magazines. My bread 
and butter I get from newspapers. 
But I must say that I do not think 
the mere bulk of advertisements 
in a magazine tells against indi- 
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vidual advertisers. A theory may 
be a pretty thing until you con- 
front it with a fact, then it goes 
to pieces. And a few facts stick 
up like sore thuntbs. Magazine 
advertising is costly. The same 
advertisers are in the same maga- 
zines snonth after month and year 
after year. Many of them do not 
use large space. None of them 
would continue to spend money 
without getting returns.° What 
inference is possible except that 
people do read magazine adver- 
tisements? I believe. although I 
cannot prove it, that at least as 
many people are regular readers 
of magazine advertisements as of 
the straight matter.”—National 
Advertiser. 
+r 
CATALOGUE POINTS. 

The points which ought to be im- 
pressed most forcibly upon every pub- 
lisher of catalogues are these: 

Adopt one of the standard sizes, 
namely, 6x9 inches or 9x12 inches, 

Eliminate extravagant claims of su- 
perior excellence and amplify the de- 
scriptive portions. 

Use metric weights and measures in 
all catalogues for foreign circulation. 

_ Give weights and measurements of ar- 
ticles packed for shipment. 

Do not risk spoiling the catalogue and 
wasting its entire cost by attempting to 
economize in the _ translation.—Ameri- 
can Trade, 

~-- 
SEVEN THOUSAND FIVE HUN- 
DRED WANTS. 

As an illustration of the immense 
volume of “want” advertising carried 
by the newspapers of the country, the 
Chicago Tribune is a good example. In 
the issue of Sunday, March 24, there 
were sixteen and a half pages of these 
classified advertisements, and allowing 
sixty-five ads to a column, which is the 
general average, we get the total of sev- 
en thousand five hundred individual an- 
nouncements in one issue of one news- 
paper!—Advertising Experience. 








Four papers, known as Menmouth’s 


and over this section the Red 


home. 


cent of the homes of the county. 


ou cal 
auy reliable advertising agent. 








Monmouth’s Big 4. 


Monmouth County, N. J., is 49 miles from New York, and is about half way between 
New York and Philadelphia. Its location on the Atlantic Coast and the fertility of its soil 
- make it one of the most promising advertising districts of the United States. ‘ 
no ig 4, cover this county thoroughly. The entire 
coast region, comprising the summer resorts of Long Branch, Asbury Park, Seabright, West 
End, Elberon, Deal, Belmar, Spring Lake and others, are completely covered by the Long 
Branch Record and the Asbury Park Press, Just inland isa rich agricultural and fine 
residential section, of which Red Bank, at the head of the Shrewsbury River, is the center ; 
Bank Register holds undisputed sway. Further west is 
Freehold, the county seat, the center of a fertile farming country that is dotted by a score 
or more of villages, where the Freehold Transcript is a weekly visitor in almost every 


The Big 4 print an aggregate of 11,718 papers each issue, enough to supply 82 per 


Righty cents an inch gets your advertisement in all four papers. 
n make your contract for The Big 4 with any one of the papers or through 
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WORTH CONSIDERATION. 


It is not surprising that many 
a judiciously advertised business 
proves a failure when we consider 
the narrow margin of profit on 
which all kinds of goods are man- 
ufactured to-day. An infinitesimal 
leakage, an almost unnoticeable 
waste—and instead of showing a 
gain at the end of the year, the 
concern is called upon to sustain a 
tremendous loss. 

These reflections were suggested 
by a statement recently made by 
Swift & Co., the great Chicago 
house. From this statement. we 
learn that the concern’s total busi- 
ness for 1900 amounted to $170,- 
000,000, while the net profit fig- 
ured up but $1,919,622. Thus the 
profit was only a fraction more 
than one per cent of the whole 
volume of business, and it is evi- 
‘dent how easily this could have 
been changed to a loss of one per 
cent. Suppose two per cent of the 
goods had been spoiled in the pro- 
cess of manufacture, that would 
mean a loss of $1,400,000, 

These facts enable us to account 
for the belief of some people that 
advertising doesn’t pay. They fail 
to watch the leaks and to keep the 
waste to a minimum, and the re- 
‘sult is an annual loss, which is 
charged to the advertising account. 
The truth is that without the ad- 
vertising the loss would be great- 
er, for the reason that the manu- 
facturer would not be able to move 
his goods. 

The most effective illustration 
of the proposition that advertising 
well done does not increase the 
expenses of a business is furnished 
by Walter H. Cottingham, manag- 
ing director of the Sherwin-Will- 
iams Company, Cleveland. In re- 
ferring to this subject during an 
address delivered at a convention 
of the concern’s representatives, 
Mr. Cottingham said: 


Take a man who is doing a business 
of $100,000 per annum, and let us sup- 
pose his expenses are $25,000, which is 
25 per cent to his sales. He wishes to 
increase this business, and he decides 
to advertise. Let us suppose that he 
decides on an expenditure for this pur- 
pose of $7,500 per annum. His ex- 
penses are then increased to $32,500 
By this expenditure, let us suppose “ed 
is able to increase his sales to $130,000, 
and at this rate his expenses with ad- 


vertising added would amount to same 
percentage as before, namely, 25 per 
cent. He has not increased the per- 
centage of his expense and has sold 
$30,000 more goods, and if his net profit 
was 5 per cent, he has increased his net 
earnings by $1,500. The amount I have 
named for advertising such a business 
should bring even larger results. 


These figures deserve a wide 
circulation. They should be read 
and studied by every man who has 
anything to do with advertising. 
They, show that the theory that 
advertising does not really increase 
expenses is susceptible of mathe- 
matical demonstration, and they 
also prove that the cost of adver- 
tising does not need to be added 
to the cost of the goods in order 
to prevent loss. 

When a business man _ asserts 
that he can sell cheaper because 
he does not advertise, he is, al- 
though he may not know it, mak- 
ing a false assertion. It is the 
good advertiser who can afford to 
undersell all non-advertising com- 
petitors.—Profitable Advertising. 


---— 


SPICE TRUTHS. 


In a little booklet devoted to 
their “Golden Horn” Spices, Mes- 
srs. Leggett & Co., of New York, 
make the following interesting as- 
sertions: 

Spices may be pure and yet destitute 
of flavor and strength. They may be 
largely adulterated, and yet be fairly 
aromatic or pungent; for a good, strong 
spice will bear considerable adulteration 
before it loses all its character. There 
are spices which never had any life or 
flavor, and: there are others which have 
parted with all vestige of life. We 
guarantee absolutely and Positively none 
of that character enters into “Golden 
Horn” brand; only the best obtainable 
are used. 

We can truthfully say not one grain 
of foreign matter has ever contaminated 
these spices; no undue heat or mois- 
ture has robbed them of their pungency 
or fragrance; no careless handling or 
packing has deteriorated them in any 
way—for we guard their composition 
with jealous care and know them to be 
absolutely pure and unadulterated. 

———_ +> —__—_—_. 

THE object of advertising, in a gen- 
eral sense, is to educate the human mind 
to think best of your goods when think- 
ing of goods in your line at all—and 
to attain this requires a skill in arous- 
ing, sustaining and directing attention 
that no school master or college pro- 
fessor in the world is required to exer- 
cise in a like degree with his unwilling 
pupils. But the public can learn, will 
learn and does learn under the able and 
energetic efforts of the persistent adver- 
tiser.—Geo, H. Bubb, Williamsport, Pa. 
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MEDICAL TESTIMONIALS. 


In past years there was great 
rivalry among medicine houses in 
securing the testimonials of fa- 
mous opera singers, actresses, 
statesmen and other notables, and 
some queer stories are told in the 
trade about the methods that were 
used to obtain their signatures. 
A certain New York agent became 
famous for his success in that line, 
and he captured a number of peo- 
ple whom nobody else would have 
dared to approach with such a 
proposition. I know some of the 
women theatrical stars received 
magnificent presents of jewelry 
‘in token of appreciation for their 
unsolicited tribute,’ but whether 
the presents were made before or 
after the unsolicited tributes were 
written I don’t pretend to say. At 
any rate, the agent’s expense ac- 
count was enormous, and eventu- 
ally the medicine firms came to the 
conclusion that the game wasn’t 
worth the candle. If you will 
glance over their recent advertis- 
ing in the newspapers and maga- 
zines you will see that the celebri- 
ties who used to sing the praises 
of this or that remedy have given 
way to factory hands, firemen, 
railroad engineers and humble 
clerks. Their letters are vastly 
more convincing, they cost noth- 
ing to get, and the average man 
feels at liberty to write to the 
signers for further particulars. 
Generally the firm makes arrange- 
ments to defray the cost of such 
correspondence, ut beyond that 
there is no expense. 

It is a great mistake, by the 
way, to suppose that most * “pat- 





ent’”’ medicine testimonials are 
fakes. So many people are willing 
and anxious to see themselves in 
print that there is no reason why 
any house should fabricate its in- 
dorsements. They are secured, as 
a rule, by an agent who is selected 
especially for his tact and suavity, 
and who makes a tour of the small 
towns where the medicine has 
been placed on sale. He gets the 
names of purchasers from the 
druggists, and tries to learn which, 
if any, have made favorable com- 
ments on the remedy. They are 
visited, and the round trip is cer- 
tain to be productive of a big sheaf 
of flattering testimonials. Two or 
three years ago a wealthy firm 
was imposed upon by a practical 
joker, who sent in a letter praising 
a “patent” hair restorative, and 
signed by the name of a prominent 
politician who is phenomenally 
bald. The letter was printed in 
good faith, and the politician 
promptly brought suit for dam- 
ages, which was finally compro- 
mised for $8,000 cash. Since then 
all the medicine people have been 
very shy of indorsements coming 
through the mails. They make it 
a rule to print nothing without 
personal verification by one of 
their representatives —New Or- 
leans Times-Democrat. 
—__ —__+o1r—_____ 
WHY NOT? 

Why should not a doctor who has 
moved into a new neighborhood be per- 
mitted to briefly announce the fact in 
the local newspapers, and to add some 
guarantee as to his experience, success 
or ability? Nay, why should not he, in 
justice to the profession generally, and 
in justice also to the public—by whom 
he must otherwise be taken entirely on 
trust—-be required to do so?—Newspa- 
per and Poster Adv vertising. 








The Washington E 


vening Star goes into 


practically every home in Washington. 
The great majority of Washington adver- 
tisers confine their advertising to the Star. 


In Washington it 


is axiomatic that the 


Star completely covers the field. 
M. LEE STARKE, Representative, 


Tribune Building, 
NEw YoOrK. 


Boyce Building, 
CHICAGO, 
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Reach the Pittsburg people 
who patronize Summer Resorts 





by advertising in the 


Pittsburg Press 


EVERY EVENING AND SUNDAY 








Largest Circulation 





Handsome colored and finely 
illustrated magazine printed on 
its own big Color Presses 
every Sunday. 


Write for Special Resort Rates. 


Booklets and circulars of all 
hotel advertising in the PREss 
distributed free from PREss bus- 


iness office. 


Cc. J. BILLSON, 


Manager Foreign Advertising Dept., 
Tribune Bldg., New York. Stock Exchange Bldg., Chicago. 





























PRINTERS’ 


INQUIRIES INTO ORDERS. 
216 Washington Street, 
Cuiicaco, April 27, 1901. 

PRINTERS’ INK: 

countless advertising cam- 
been, and will, spell ruin, 
manager's skil! ceased at 

securing the mere inquiries—the blos- 

soms—instead of the persimmons. Per- 
haps it is harder to convert inquiries 
into orders and re-orders than to draw 


Editor of 

Probably 
paigns have 
because the 


the inquiries. *erhaps the day will 
come when there will be not only ‘ad- 
writers, but experts who will harvest 


the former’s crops of inquiries. 


The ordinary “correspondent” has no 


business handling inquiries, as a rule. 
Neither, oftentimes, has the well-mean- 
ing but unskilled head of the house, 


let alone an egotistical incompetent. It 
is one thing to dictate conventional 
epistles regarding business routine and 
tere ie to consummate costly advertis 
ing. The average “correspondent” 
knows no more about advertising than 
the credit man, buyer, treasurer, etc. 
Why should he? Ordinarily a firm en- 
gages an adwriter who works _ intelli- 
gently and ardently to make a showing. 
Attending the inquiries is considered 
out of his province. Perhaps the sales 
department handles the correspondence. 
Generally one letter, or at most two, is 
all that the correspondent or sales de- 
partment considers worth while; and the 


adwriter writes more ads, signs more 
contracts for space. Doubtless all par- 
ties concerned do their best in the 
premises; but that cuts no figure, if 


their best is inadequate. 

As an instance that this ignorance ex- 
ists, the Salesmen’s Clearing House 
may be cited. Firms purchase lists and 
ratings of salesmen all over the conti- 
nent, who are actually seeking good 
propositions to handle, and yet we fre- 
quentiy receive letters from firms com- 
i that they have met with very 
nt success in their endeavors to in- 
terest salesmen in their lines. Then 
again, we receive check after check 
from others, attesting their success. 
One house, in the presence of the writ- 
er, dictated a number of letters to our 
musters—unimpressive, dealing in gen 
eralities, somewhat vindictive, etc.—no 
second letter was ever sent—poor re- 
sults. Another firm spent money freely 
in some ways and economized in others. 
The writer saw the express package of 
samples and correspondence opened by 





the traveler for a leading grocery job- 
bing house and particularly noted the 
comments, which were absolutely un- 


complimentary. 

It would be interesting to read speci- 
mens of good letters in response to in- 
quiries and to learn what subsequent 
steps were taken to close the deals. It 
would make interesting reading to hear 
general views on this subject, exnressed 
hy those who know what they are talk- 


ing about. Very respectfully. 
H. H. Baker, 
Mer. Salesmen’s Clearing House. 


— _— 
WHY THEY WONDER. 
Most advertisers try to fit a six-inch 
space with a two-inch ad—and they 
keep wondering.—White’s Sayings. 
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A BOSTON DRUG 
Boston, Mass., April 
tor of Printers’ INK: 
Jaynes & Co., the druggists, are con- 
evolving some new idea in me 
chanical effects for window advertis- 
ing. Lately one was to call attention 
to their moth preparations. It consist- 
ed of a rickety old leather and brass 
bound trunk, carefullv lined with moth 
proof paper, in which were packed all 
sorts of woollen underclothing, sprink- 
led with moth balls and crystals of 
Jaynes’ manufacture. A sign above the 
trunk, the lid of which was raised and 
lowered mechanically, bore the follow- 
ing: 

‘Any old 


IN WINDOW. 


30, 1901. 





tinually 


trunk will do. 
In the same window was a_ small 
wardrobe, thé door of which opened 
mechanically at the same time the trunk 
cover was raised. The opening door 
exposed a closet filled with the worst 
mess of moth-eaten garments obtain- 
able; they were fairly eaten to rags, 
and covered with cocoons. This repre- 
sented what would happen to garments 
not protected by the Jaynes goods. 
The second ad was a miniature 
der, with a mannikin at the top, 
another just preparing to mount. The 
rungs. of the ladder were glass tubes, 
through which flowed in an apparently 
endless stream an alternating red anc 
white liquid, representing the human 
blood. The sign above the topmost 
mannikin was the key: “With Jaynes’ 
blood purifier, you can climb the lad- 
der of health as I have done.” 
Another ingenious one was a pair of 
mammoth gilded scales, moving up and 


lad- 
and 


down automatically, with a 16-0z. weight 
in one pan and a bag full of goods in 
the other. The arm of the balances 
had the words: “The honest way is 
Jaynes’ weigh; 16 oz., 1 Ib.” Around 
this were heaped different kinds of 


drugs in but in their raw 


and less 


common use, 
familiar state. 
F. N. HoiLitrncswortn. 
vows 
IN PHILADELPHIA. 

PHILADELPHIA, Pa., April 29, 1901. 
Editor of Printers’ INK: 

One of the greatest attractions of late 
displayed in a window here is to be 
seen at the Baily, Banks & Biddle Com- 
pany’s store, Twelfth and Chestnut 
streets, where there is on exhibition a 
model in staff of the beautiful Pan- 
American Flectric Tower. This is the 
first accurate representation in minia- 
ture of the magnificent centerpiece of 
the Buffalo exposition. The original 
tower is in readiness for the opening 
of the exposition. It rises 409 feet 
from the basin, in which play wonder- 
ful electric fountains. Above soar- 
ing dome is poised the superb figure of 
the goddess of light. In truth of de- 
tail and beauty of workmanship it fur- 
nishes a striking example of the finest 
architecture. The model stands seven 
feet high and is said to have cost over 





its 


$2,000. t is an excellent piece of 
work, is illuminated with electric lights 
and makes one of the greatest window 


attractions seen in a long time. 
Very truly yours, 


Joun H. Stnpere. 








THE OLD AND THE 
CLEVELAND, © 
Editor of Printers’ INK: 

We find in Prinrees’ Ink of April 17, page 
38, an article on ‘‘ Want Ad Papers,” to which 
we take decided exception. If Mr. Kennedy 
had dictated the list three or four years ago it 
would, beyond all question, have been correct 
so far as Cleveland is concerned ; but Mr. 
Kennedy has not kept pace with the ch. anged 
conditions in thiscity, and his judgment is at 
fault as against the judgment of Cleveland 
users of classified advertising, including all our 
real estate firms as well as the cuagnell public. 
During the past three years the Leader and 
the Plain Dealer have, in this regard, com- 
pletely changed places, as an examination of 
the files of the Leader and Plain Dealer would 
clearly show. During the week ending Satur- 
day, April 13th, the Plain Dealer published 
2,986 separate paid ‘‘ Want’’ advertisements, 
and the Leader 1,730. This is about the ratio 
week in and week out. It does not speak well 
for an advertising agent, or the agency which 
he represents, to be fully three years behind 
the times. 

During the three years last past the Plain 
Dealer has increased its operating expenses 
about $140,000.00 per annum. We have ex- 
tended our news service to include a complete 
cable and Eastern domestic service by leased 
wire from New York; have established a New 
York bureau; greatly enlarged our Washing- 
ton bureau; added largely to our State news 
service; greatly increased our staff both in 
number and average quality; have added a 
large staff of artists and etchers to form a com- 
plete illustrating department. We have a car- 
toonist that the New York Hera/d is even 
now trying to get away from us, and as the re- 
sult of our efforts, and the large expenditures 
which we have made, our circulation receipts 
and our advertising receipts as well have more 
than doubled during these three years. 

During this period the Leader ‘has continued 
to do business as it did twenty years ago. 
Yours, respectfully, E. H. BAKER, 

Manager Cleveland Plain Dealer. 
+o 


OF 
MEN 


NEW. 
April 19, 1901. 





2. 





A VARESE ACCOMPLISH- 
‘TS 

B ieountiat 1 Street, 
April 24, 1901. 


940 

Hosoken, N. J., £ 
Editor of PRINTERS’ INK: 

The inclosed ad I cut from last Sun- 

day’s New York Herald. Don’t you 

think that a youth with | this combination 


Young man that can 
violin accompaniment and 


of ordinary books to go to a 





barber, “ple a 
keep a_ set 
country 


club. W. F. W., 159 Herald Harlem. 
of accomplis hments could find a more 
lucrative engagement at a museum than 
at a country clu 
Very truly yours, 
— C. W. Duranp. 
“BRIGHT SAYINGS. a 
PuILaDELPutA, April 23, 1901. 
Editor of Printers’ INK: 
I am a careful reader of PRINTERS’ 
InK and enjoy your columns_ on 
“Bright Sayings’ very much. I in- 


close, thinking you might be interested, 
a copy of a phrase (I'll be a spring 
overcoat to you, said the rain coat) I 
have recently invented, and which has 
met with some favorable comment 
Yours truly, A, B, Disset. 


> PRINTERS’ 


INK. 


A TEXAS SPECIMEN. 
MeEsguite, Te April 13, 
Editor cf Printers’ INK 
I inclose you herewith copy of adver 
tisement which appeared in latest issue 


An Angry Poet. 


‘To raz Porror or rue Mgagurren : 

Dear bir:- B. metime ago! sent you @ poem for publicstios 
whieh you returned to me telling ms) was po poet. Now sir lam 
vowilling that you shoald be the aole jadge of my ability aod f 
Prepvs to pay yus for the space the poem takes up at your regular 
advertiaung rate, and let the public judge cf my poetical ability. 


The Poem. 


The birds wabble songs'of gladness, 
All nature seemed to sing; 

‘That bleak winter was dying, 

3n the joyous arms of spring. 

‘The earth was decked in flowers, 
The meadows a beautiful green; 
And the talk of all the peopls, 

Was the beaut:ful chings seen, 


Igol. 





at Paschal! & Dukes where is displayed a large and 
choice assortmeat of beautiful Millmery, Dress Goods 
Notions, Dry Gooa, Clouung, Shoes, Hats, Ete, 

Come ahd ste for yourself the many attractive velues 
we off in ali the departments of our up-to-date store, 





think it 
Yours truly, 

Joun E. 
N ADVERTISED ARTICLE.” 
Cuicaco, April 26, 
PRINTERS’ INK: 
*“Ad-ar” do 
You will 
first two 


Mesquiter. I 
ad. 


of the 
catchy 


was a 


Davis. 





> 


190l. 
Editor of 
How would 
vertised article? 
is formed of the 

each of the words. 
ery truly _yours, 


for an ad 
note that it 
letters ot 


Wa. J. Dick, 


Road, 
13, 1901. 


11 Holme 
Burnsy, Eng., April 
Editor of PRInters’ INK: 
In your search for a word to repre 
sent an advertised article, how would 
**Ad-stock’”’ do, meaning stock advertis- 
ing? Yours truly, 
J. W. A. PEpLey. 
—__ -+o+— 
A DUBUQUE LOVER. 
Dusugue, Iowa, April 16, 
Editor of PRINTERS’ INK: 
Inclosed find order for five dollars, for 
which send me Printers’ INK weekly 
for one year. The Little Schoolmaster 
is improving every week and I consider 
it cheap for the price. Send it to my 
home number, 1325 Bluff street and 
oblige Yours respectfully, 
SaM 


1901. 


HELLER. 


————_ + 
A TRAP. 

What catches many a man is the so 
called low rate of some paper, which 
has absolutely nothing else to offer as 
an inducement—no prestige, no circu 
lation, no nothing, just a low rate. 
After the advertiser has paid his “low 
rate” and got nothing, he finds that it 
was a high rate. In fact, he paid about 
100 per cent more than the thing was 


worth.—Polo (Ill,) Press, 
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NOTES. 


Advertising of New 
cash for good ads. 


Good York 


$100 in 


Royat BakinG PowbeER occupies a full 
page ad in the Medical Record. 


Ix the New York Hera/d of April 28th ap- 
pear names and addresses of 3,828 millionaires. 


offers 


“CourTEsY as a Business Investment” is a 
pleasant little essay by Alice E. Hanscom in 
the May Modern Culture (Cleveland). 


Dr. BucKLey, editor of the Christian A d- 

rocate, says that he ** rejected $43,000 of adver- 

tising in 1900,”’ the contents of which he could 
not indorse. 


AccorDING to the “Asbury Park (N. J.) 
Press, the city council of Asbury Park has 
apt ropriated $ 500 to adv ertise that resort at 
the Pan- American Exposition, 


Breck & Co., 52 Market st., Boston, adver- 
tise to double all first premiums offered by 
horticultural or agricultural societies that are 
secured by the product of their flower seeds. 


Ar its Broadway office the Plant System sells 
a very good quality of playing cards at 25 cents 
the deck. ‘Ihe fact that each sixth deck is 
given away free keeps a large knot of people 
about the windows all day long. 


BARKER’s Drug Store, Main st., Taunton 
offers a prize of $5 in gold to its customers for 
the best name for a perfume which they intend 
to bring out, and $2.50 in perfume for the sec- 
ond best, with $1 in perfumes for the third. 





Concress has in hand the draft of a bill 
which will enable advertisers to send out return 
envelopes of a kind enabling customers to use 
the envelopes without stamps, and the postage 
shall be paid for by the advertiser when the 
envelopes are returned with inclosures. 


Tue Boston Music Hall of Boston is adver- 
tising its vaudeville performances by giving 
away souvenir spoons, in sets, each of the first 
two thousand persons buying tickets receiving 
aset. In addition to this a lavish distribution 
of bon bons in boxes is made to lady patrons. 


THE Chautauguan for May contains an in- 
teresting article by Guy Morrison Walker, 
‘Primitive Industrial Civilization of China,’ 
in which the writer mentions the existing 
lack of modern commodities and utensils 
and points out the opportunities that await 
the American manufacturer there. 


One of the members of the Trade Paper 
Advertising Agency, of 150 Nassau street, New 
York, terms his concern a “‘special”’ and a 
“class general’? agency. The firm claims to 
place the advertising of some of the leading 
manufacturing concerns in this country, besides 
being special agency representatives of the 
leading foreign trade journals. 


Tue California Cured Fruit Association of 
San Jose, Cal., is supplementing its news- 
paper advertising campaigns with equally 
striking primers and folders. One called 
“Santa Clara Valley, the new California,” 
is one of the latter. Itisa historical, geo- 
graphical and climatical desc ription of the 

Santa Clara valley and its wealth of fruit 
culture. 


.. Cores, who has_ been 
managing editor of the Electrical Review 
for the past twelve years, has associated 
himself with Mr. M. J. Shaughnessy, and 
will conduct for the Shaughnessy Agency a 
department of technical and trade literature 
and advertising. Mr. Coles will bring to the 


Mr. STEPHEN L. 





agency a ripe experience and a fund of tech. 
nical and scientific knowledge. 


Tur advertising department of the New York 
Times has a lot to say about its advertising 
value and big circulation, but never tells what 
the quantity of distribution actually is. This 
may be shrewd policy, but we doubt it; per- 
haps it conceals the fact because the number 
is not fit to print, although we should think 
that such a well edited journal should be 
widely read.—Our Silent Partner. 


Tue Multiscope and Film Company of Bur- 
lington, Wis., has published its fourth annual 
catalogue called “Al- Vista, a Panoramic Cam- 
era, what it is and what it does.”’ It is 7x10 in 
size and gives a full account of the merits of 
the Al-Vista Camera, its various sizes an 
prices. A series of fine half-tone specimens 
from originals taken by the advertised camera, 
make the book interesting and effective. 


Tue Pennsylvania Railroad Company, 1196 
Broadway, New York, has issued a large folder, 
at once handsome and practical. It describes 
the Pennsylvania railroad tours round the 
world, via Washington, D. C., and transconti- 
nental America, It gives the details and prices 
for fourteen different tours, is handsomely illus- 
trated with half-tones, and contains on one side 
of the Jarge folder a good map of the world. 





UNDE R the title, ** Industrial Progress of 
Russia,” a writer in Les/ie’s Weekly of April 
27 says that Russia has been outstripped in 
industrial development by the other great 

nations of Europe and by the United States, 
but that few people can appreciate the possi- 
bilities of the next ten years in the industrial 
life of thiscountry. Thearticle treats of the 
Russian railroads, manufactures and com- 
merce, and prophesies a tremendous increase 
in activity in the next ten years. 

Mr. H. L. Goopwin of Boston has opened 
an offce as special advertising agent in room 
24, 181 Tremont street, beginning business at 
that location May 1st. Mr. Goodwin has sole 
charge of the Boston business of the Cast Pub- 
lishing Company of 1402 Broadway, New 
York, publishers of the Cast of New Y ork, the 
Opera Glass of Brooklyn, and The P/ay of 
Boston. Mr. Goodwin alsoconducts the adver- 
tising end of Zhe Railroad and The Daily 
Jtem, Boston publications, and also of the 
Lakeside Magazine of Elyria, Ohio. 


Upon announcing the issue of the book, 
the ** Helmet of Navarre,” the Century Com- 
any, according to its secretary, has spent or 
is on the high road to expend $3.000, The 
sum is used to tel] the reading public that 
the book was issued on May rst, that while 
running in the Century it became intensely 
popular, being, in fact, the most successful 
serial ever printed in that periodical, and 
that the first edition of the volume will be 
100,900 copies. These facts, with a good 
word from one or two representative news 
papers, are well inclined to stimulate the 
appetite of the reading public forthe literary 
sweets in store. 


Woonp's 


Mr. , Bey latest book. ‘' Bugle 
Calls,” just published by Brentano’s ($1) is a 
straight-from-the-shoulder advocacy of the 


trade unions and the use of the union label oa 
every product made by human hands, The 
author endeavors to prove that there is no nat- 
ural antagonism between capital and labor 
and that each has .ts hope of betterment in 
such a mutual understanding as shali resuit 19 
an harmonious unity working for the common 
good. ‘ Awake, Educate, Agitate, Act,’’ are 
the four notes of his bugle calls, but the ‘‘agi- 
tate’ is purposely placed after the word ‘‘edu- 
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cate” and before the word “‘act,” for, in order 
to command recognition, all agitation must be 
rational, and action must be the result of in- 
telligently controlled mental forces. To join, 
not to sunder, is the solution of the great prob- 
lem which the writer of ‘‘ Bugle Calls’ has 
proposed to himselt as a theme. 





Tue “‘Advertisers’ Protection Society, Lim- 
ited,” held their first annual general meeting 
and dinner at Frascati’s Restaurant on Thurs- 
day evening, the rrth inst. In the unavoidable 
absence of the chairman, Mr. J. N. Masters 
(of J. N. Masters, Limited, Rye), Mr. W. B. 
Warren (Burge, Warren & Ridgley) presided, 
and there were oe ig others, Mr. John 
Wylde (Keatings), Mr. Page W oodcock (of 
Lincoln), Mr. J. A. Frolich (E ucryl, Limited), 
Messrs. Catesby, pere et fils (Cork L ino), = 
Peter Moller (of "High Holborn) » Mr. F red. J 
Oetamann (Oetzmann & Co. Hampsted re 4 
Mr. Carrington (Richard Smith & Co., Wor- 
cester), Mr. J. T. Vales (East Dulwich), Mr. 
Bacon (Fine Art Society), etc. This society 
should be supported by all advertisers. The 
subscription is only two guineas per annum, 
and the advantages to be obtained by subscrib- 
ers will be found to be worth many times that 
small sum, Intending members should apply 
for particulars to the secretary, Mr. Stanley 
B. Worth, 35 New Broad street, E, C.—Ad- 
vertisers’ Review (London), April 15. 











iii a 
RURAL MAIL DELIVERY. 

It is estimated that within a few 
years none of the farmers will be com- 
pelled to go to the postoffices for their 
see at all. By means of rural free 
delivery system, which is being extend- 
ed rapidly, it is expected that the mail 
will be carried to the homes of practi- 
cally all the residents of the rural com- 
munities, thus giving them the same 
privileges in the way of mail facilities 
as those enjoyed by the cities. It is 
estimated that at the end of the present 
fiscal year, there will be anes rural 
routes established, and that the number 
will be doubled by ar end of the next 
fiscal year, July 1, 1902. While the 
service is yet in its experimental stage, 
the experiment has been of such a sat- 
isfactory character that there is really 
10 doubt but what the system will be 
made permanent.—Farm Machinery. 

o> 
NOT ALWAYS. 

The man who has had the judgment 
to establish or maintain a_ business 
knows the necessity of continued effort 
if he wants to keep it going.—Benton 
(Ill.) Republican, April 19. 





WORTH MEMORIZING. 

The advertising points must come 
from within the business. The _ busi- 
ness man who expects the adwriter to 
evolve something out of his own inner 
consciousness, something that will sell 
goods, is making a fatal mistake. What 
the business man needs is not so much 
smartness, or novelty, or originality, but 
a plain and convincing statement of the 
real facts about his business. What the 
adwriter needs is a knowledge of the 
stock, the principles and the aims of his 
customer. He must give the advertise- 
ments the tone of the store. He must 
make his announcements serve as real 
representatives of a real store to real 
people. If he has an honest, earnest 
desire to be helpful to his advertisers 
he will find his opportunities develop 
as his acquaintance develops. The pro 
per study of a business writer is busi- 
ness—business first, writing afterward. 
No man wants his ads read for the 
sake of the ads. He wants them read 
because of the facts they contain.—New 
England Grocer. 

<<>> 

ADVERTISING NEW JERSEY. 

Twenty thousand copies of a hand- 
book on New Jersey will be given to 
visitors to the Buffalo exposition. The 
contents are now being prepared under 
the direction of Secretary Franklin Dye, 
of the State Board of Agriculture, who 
got up a similar book for the World’s 
fair. Sesides this, Secretary Dye is 
getting up four maps, which will be 
conspicuously displayed at the exposi- 
tion. One map will show the marketing 
facilities of the State and will contain 
all the railroads and waterways, togeth- 
er with the population of communities. 
Another map will show every part o 
the State where there are important 
dairy interests. The fruit interests of 
the State will be shown in a like man- 
ner, and another map will give the cli- 
matic conditions.—Long Branch Record. 

+o —— 
MAIL ORDER AXIOMS. 

An ad is never dead until the last of 
the mediums that carried the ad is de- 
stroyed. 

Two rungs in the ladder of mail or- 
der success are promptness in answering 
inquiries and dis patch in filling orders. 

The beginning mail order man must 
have postage stamp qualities; that is, he 
must stick to his undertaking.—Mail 
Order Journal. 
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Protecting, systematizing, X-raying, all essential factors entering mer- 
cantile life, is the trend of modern times. 

The ampler the protection, the better the system; the completer the 
information, the surer is the balance on the right side of the ledger. 

What Lloyds’ and Veritas’, Dun’s and Bradstreet’s are to the com- 
mercial world, the American Newspaper Directory is to American ad- 
vertisers. It protects and'systematizes, X-rays character and circulation 
of all publications published in North America. It prevents losses and 
saves money. 

The next issue of the American Newspaper Directory—second quar- 
ter for 1901, second installment of a new century, thirty-third year of its 
own consecutive publication—will be ready June Ist. 

The June edition will contain new features and all the population fig- 
ures according to the United States census of 1g00. All the class _pa- 
pers will be revised and every known publication included in its tabu- 
lations. 

The circulation ratings of all newspapers and trade publications of 
the United States and Territories and the Dominion of Canada—a 
grand total of 21,844 publications—will be totally revised to date, in- 
cluding a supplementary list of every publication established since these 
figures were compiled six months ago. Price $5. Orders are booked 
now. 


GEO. P. ROWELL @ CoO., Pubs., 
10 Spruce Street, New York. 














HALF-TONES. 


The half-tone process is now 
the most popular method for illus- 
trative purposes. The essential 
principle in manufacture is the 
placing of a ruled screen in front 
of the negative being made. This 
screen breaks the light and shad- 
cows into fine bars or dots, and 
this reproduces the various tones 
in the photograph by regulating 
the size of the bars and dots, 
Thus the tones of the original 
are broken into the black and 
white necessary for printing from 
a relief plate. After the negative 
is made by the half-tone process, 
it is printed on enameled metal, 
etched with acid, and the plate 
finished. 

Good half-tones largely depend 
on the photograph or copy fur- 
nished. If it is bad, the plate will 
be bad, also. The engraver may 
do his best, but he can improve 
but little on the original, unless 
expensive painting or touching 
up of the photograph, or hand 
tooling of the plate is contemplat- 
ed. Even then the results are not 
what they would be if the copy 
was first-class. Care should be 
used in selecting photographs. 
Have them well mounted and fin- 
ished. See that the detail is sharp 
and distinct, and that they don’t 
contain solid blotches of color. 
Yet contrasts between principal 
objects and background are essen- 
tial to keep the cuts from appear- 
ing flat. As far as possible, pho- 
tographs should be selected in a 
black purple tone. Remember, 
where large photographs are sent 
the engraver to be reduced into 
small cuts, that in the reduction 
much of the detail will be lost. 
Beware of photographs printed on 
tinted paper or those that are spot- 
ted or faded from age. Some col- 
ors photograph much stronger 
than they appear. A brown or 
yellow tint or spot on a photo- 
graph. that is scarcely apparent to 
the eye will badly deface a plate 
when completed. Don’t send 
negatives. They must be printed 
and a finished photograph made 
before engraving. This adds to 
the expense and delays shipment. 
There are half-tones and half- 
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tones. The best engravers are 
now going through a period when 
they are at a disadvantage on ac- 
count of this. Every customer 
sees, without argument, that a 
wood cut, made by hand, can vary 
greatly in quality, and  conse- 
quently in price. He frequently 
fails to realize that there is nearly 
as much difference in the making 
of half-tones. It is possible for a 
boy, with a few wecks’ experience 
in an engraving gallery, to make 
a “half-tone” negative. A plate 
made from it will be a “half- 
tone.” The customer will be dis- 
appointed with the results, but if 
he knows no better, he will take 
the explanation that he “got the 
best that could be made from that 
photograph.” The good half-tone 
photographer is an artist; he 
handles no two photographs the 
same way; his judgment enables 
him to get all the things the nov- 
ice misses. There’s the same dif- 
ference then between a_photo- 
graph taken by Sarony and the 
four-for-a-quarter tintype taken 
by the itinerant in his photo-car 
or tent at_the county fair. Eggs 
sell by the dozen, and half-tones 
by the inch. The housewife has 
learned to pay a little more where 
she is sure of what she buys, and 
the purchaser of half-tones, as he 
gets experience, will not consider 
the inch rate everything when he 
buys his engraving. In buying 
half-tones, a house with an ex- 
cellent reputation is usualiy cheap- 
er at from three to five cents high- 
er prices per square inch. Expert 
work is not bought where price 
alone is the only consideration.— 
Advertisizg World. 





THE ONLY TIME. 

The only time when I would cut off 
my advertising would be when I had 
more business than I could possibly at 
tend to, and when I made up my mind 
that I would not increase my facilities. 
If I were making all the money that I 
wanted to make, if my business had 
reached a proportion which completely 
satisfied my ambition, I would stop ad 
vertising. Even then I would not stop 
for very long, because if I did the busi 
ness would start on the down grade. 
You have to advertise to make business 
and to hold it and to increase it.—Shoe 
and Leather Facts. 

> 

THE expert is careful about his ‘‘ad- 

missions.” 
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BOOKSELLING SECRETS 

Women who answer advertisements 
calling for book canvassers receive ot- 
fers of liberal commissions if they are 
leasing in appearance and dress, says 
ihe New York Sun. Some women have 
a natural ability for selling books, and 
the publishing houses are always on the 
lockout for one of these and are willing 
to pay well. One of the leading houses 
in New York has now in its employ, 
in a place of the highest importance, 
commanding a large salary, a woman 
who a few years ago came to the firm as 
a canvasser on commission. Her mat 
velous aptitude for selling books speed 
ily advanced her to the place she now 
occupies, and she is consulted on the 
question of publishing various works, 
as she is considered an authority as to 
the kind of wares in this line which 
vill please the public. 

One of the oddest things in connec- 
tion with some of the publishing houses 
is a small catechism or pamphlet, which 
contains an imaginary conversation be- 
tween a book agent and a possible cus- 
tomer. This book gives a complete list 
of the objections that are usually made 
nd the arguments that are to be ad 
vaneed to push the sale. 

for instance, if a man says he al 
ready has a complete library, the agent 
must tell him that that is the reason 
she has called to sce him about the 
book she has to sell, as his library can- 
not complete without such a valuable 
work. If a woman states that she has 
no time to read, the agent is instructed 
to explain to her the necessity for re- 
laxation in her social ard domestic dut 
ies and the advantages to be gained 
from good books. 

The answers are all voluminously 
worded and ingeniously contrived, and 
explain one of the secrets of the book- 
selling trade.—Utica (N. Y.) Herald. 

+o 
CHEAPNESS. 

\fter all that may be said on the 
subject of advertising, the fact remains 
that the most powerful argument that 
can be used is that of cheapness. People 
will buy things because they are cheap, 
where the consideration of quality 
would have no effect whatever. People 
have come to look upon advertisements 
as a means of finding where they can 
buy goods the cheapest. An advertise 
ment should always contain the price 
of the article advertised. In fact, un- 
less you can offer an article cheaper 
‘han it can be purchased anywhere els< 
there is not much use advertising it 
The people who are influenced by ad- 
vertisements are the great middle class, 
whose incomes are limited and whose 
eonstent study is to adjust their pur- 
chases to fit them.—<Advertising., 

diniiaartsinpateipiiaauaaanas 
ABOVE ALL THINGS 

An ad ought, above all things, to be 
natural. It ought to sound as if some- 
lody were talking. There should be no 
apparent effort to be colloquial. It is 
hetter to be stiff than to be colloquial 
awkwardly. If you can’t be easy in 
your manners in your advertising, don’t 
try. If it isn’t natural for you, don’t 
try it-—Shoe and Leather Facts. 
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eatin rue BEST STUMP 
>AKER. 

Phe Harrison “. inecy campaign will 

go down in history as a newspaper ad 


vertisement campaign. [ull pages were 
used with scare headlines and lambast 
ing cartoons. Speeches were repr 
duced and opinions of citizens set fort! 





Over the headlines of each page the 
word “advertisement”? was set in paren 
thesis. This prolific use of advertising 
space cost the committees a small f 








tune. It demonstrates w valuable 
advertising in the papers is becomir 
in every field of action.—Mail O) 
Journal. 

ss 


REITERATION, 
It never does any harm to reiterate a 
fact and to impress it on the minds 
even of those who already know 








Most of us are very forgetful, and re 
minding cannot possibly do any harn 
It may do > good.—Current A ’ 


t1st 
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Classified Advertisements. 
Advertisements under this head two linesor ore, 
without display, 25centsaline. Must be 
handed in one week in advance 
WANTS. 

W ANTED _ Position as m: anaging « ditor of live 
city daily. “ EDITOR,” Printers’ Ink. 
T= RECORD. Greenville, Ky. A vigorous 
3-year-old ; low rates; splendid servic« 





DS forthe DEMOCRAT, Greenup, Ky. Arer 
< age circulation 6 mos,, 1,908 copies weekly. 
y ARTED Articles for mail order business 
and 25 cent preferred, CLIFFORD 
Cc HAMP 4 nN Stamford, New Yark. 
TIL". inve-t $2,009 with services in reliable 
newsvaper, magazine, or publishing house 
A. P. COX, 89 Joralemon St., Brooklyn, N. 5 
\ 7 ANTED—Position of advertising manag: 
Address * CRAWFORD,” Printers’ ink. 
W Aste. The latest and best advertising 
novelties and idez Give full particulars, 
price, ete. A. G. CONKLIN, Lick House, San 
Jose, Cal. 
YUBLICATIONS that want illustrations or com- 
plete psc to write LAURENCE ELKUS, 
New York, telling the subjects and 











150 Neeewe 
sizes wanted. 


\ 7 ANTED—Select advertising for WALKER (0. 

BaPtist—3 columns, 8 pages. Organ big 
Raptist association. Send ‘for sample copy and 
rates. S. KENNEDY, Oakman, Ala. 


p? BLISHERS’ COMMERCIAL UNION ; a credit 

agency covering all advertise and agents 
every publisher needsit. Details at Boyce Bldg.. 
Chicago, or Temple Co’ ‘ourt, _ New York. 


DVERTISING manager, | now employed on 
4 largest daily in Canadian city of 50,000, 
wishes position with larger opportunities, Ad- 
dress “ AMBITION,” care Printers’ Ink. 


YRINTER-—All-around, skilled and rapid in ev 
ery branch Young; has had charge. Good 
education, temperate, now employed, Eastern or 
Central State. “ PKINTER,” Printers’ Ink. 
W* want an experienced subscription agent 
in every city who knows how to handle 
anvassers. State experience and send references 
( CHRISTIAN REVIEW, Subscription Department, 
Kalamazoo, Mich. 


( pRDE ORS for 5 linea ive rtisements 4 weeks $10 
in 100 lilinois newspapers ; 100,000 cula- 
tien weekly ; other W estern weekly } 2ApErS SAME 
e. Cala logue on application. HICAGO 
NE Ww SPAPER UNION, 10 Spruce St., New York. 


\ FIRM engaged in billposting is looking for 
‘ a man to extend a good business by calling 
on advertisers. To receive best, consideration, 
replies should state er tell euperrenee 
and give reference. “ W care Printers’ Ink 
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MI IRE than 200,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
ee NEWSPAPER MEN’S EXCHANGE 
(established May,’#8) recommends compet tent 
cditors, reporters and advertising men to 4 
lishers. No charge to employers ; vo hl onl 
free; fair commission from successful candidate-. 
Tel 159-2 2. 15 Cedar St., Springfield, Mass. 
13 OO ORIGINAL ads and cuts; fifty new 
ds ones every week; largest line in 
the world; all businesses, Prices greatly re- 
duced. If you write ads we can save you work 
and worry. \\ rite (on your busine: 
t or partic lars and proof HARPE 
TRATING SYNDIC. wat Columbus, G 


MAILING 3 MACHINES 
‘ ae tee best, the Matchless, of REV. A. DICK, 
3 Ferguson Ave., Buffalo, N.Y. 
+o -- 
COLLE IONS. 
Conner G.D. SWELL, Attorney- 
t-law, s. w. corner Second and Market Sts., 
Camden, N. 
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POSTAL CARDS BOUGHT. 
*NCANCELLED printed or addressed postal 
cards and stamps bought for cash sg! RR 
MANUFACTURING CO., 614 Park Row Bldg.,N.Y. 


a aa - 
IMPOSING STONES. 

| » EST quality Georgia marble imposing stones, 

) two inches thick, 50 cents square foot. Cash 
with order, THE GEORGIA MARBLE F INISHL 
ING WORKS, Canton, Ga, 

+e 
ADDRE. SSING J Me ICHINES. 


J ge os are many so £0-cailed addressing ma- 

hines on the market, but remember that 
Wallace & Co.’s is the only one now in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine C o0., Butterick Pub. Co., Comfort, of 
Augusta, Me., ‘and many others. Send for circu- 
lars. WALLACE & CO., 10 Warren St., N. Y. 





“oF ad 
ADVERTISING AGENTS. 
DVERTISERS sighing for new worlds to con- 
d quer can be directed to fields of easy victory 
by e stablisbinga line of communication with me 
UGENE HOUGH, Newton, } Mass. 


] yor’ T advertise for salesmen or age its until 
you get our lists ~ leading ** want” ad pa 
pers. Sent free. HUNGERFORD ‘fk DARRELL 
ADV. AGEN , Washington, D. C 
> 
TO LET, 


T° LiLT: White Mountains—Gentleman’s resi- 

dence to let toan approved tenant for the 
season of 1901; most attractive situation, within 
reach of the Waumbek Golf Links; fully fur- 
nished ; three bathrooms ; copious water supply ; 
six fireplaces ; three sitting rooms ; 11 bedrooms : 
vine-clad piazzas ; st: bling for six horses ; excel- 
lent garden. For further particulars address 
owner, GEO. P. ROWELL, Jrvington on Hudson, 

, or No. 10 Spruce $t., \. Y. City. 
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PHOTO ENGRAVING. 


fae STANDAY: 4 ENGRAVING CO., 61 Ann 
, New Yo 
7 F will give you better work at a lower price. 
Try us and see. MANHATTAN PRC ITO-TEN 
GRAVING CO.,, 7 New Chambers St., 


PULtON ENGRAVING Co. 
Désigning and engraving by all modern 
—— ——_ solicited. 130 Fulton 
, New York € 


1 HE finest engraving plant in the world 
Our half-tone plates are known everywhere 

s the best. GILL EN VING Co., 

th Ave., New York 








140 





\ "E’LL HELP YOU ESTIMATE, and make 

sketches for you, without charge, if we’re 
to make the cuts—but not for fun, to be peddled 
elsewnere. STANDARD FNGRAVING CO,, INC., 
PHILADELPHIA 
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COIN CARDS, 
62 PER. 1,000. Less for more ; any printing 
2) THE COIN W RAPPER ¢ ‘O., Detroit, Mich. 
+> 
EDITORIAL WRITER. 


] yor” T = — rs please. Say what I think. Try 
me. . CLARK, 620 E. 1th, Kan. City, Mo 








eal 
ENGR. iVING. 
V E will give you be — york at a lower pr'c 
Try us and see, NHATTAN PHOTO-EN 
GRAVING Co.,7 > chauleset., : ee 


Sa anal 
TYPEWRITER RIBBONS. 


, INEST woven ribbons, any machine or color 

50 centseach. Typewriter carbon paper, $2.75 
er 100, 400. per dozen. Sa D CARBON 
»APER WORKS, Red Bank, 





———— 
ENGRAVING OUTFITS. 
k, WESEL MANUFACTUKING CO., 

82 Fulton Street, New York, 
make eve B.A... for photo-engraving, electro 
typing and stereotyping. Newspaper equipments 
a specialty. Cameras, screen, lenses. 


BILLPOSTING AND DISTRIBUTING. 


PILLPOSTING, distributing and advertising 
bulleiin signs. Contracts made for all the 
conspicuous points of travel in and about Bo- 
ton and New England States JOHN DON 
NELLY & SONS, 7 Knapp St., Boston, Mass. 
— -o — 
MEETINGS, 


‘HE annual meeting of the stockholders of the 
Ripans Chemical Co. for the election of Di 
rectors and Inspectors of Election will be held 
in the office of the Ripans Chemical Co., a 
Spruce st., New York, on Monday. May 13, 190i, 
12 o'clock noon. PET a OUGAN, secretary 











SITUATIO NS WANTED. 


| PROOFREADER, Greek, Lati French, En 
glish. References. BOX 201,Al bion, IL. 
pro /FREADER—First-class, rapid, accurate ; 
experienced newspaper, book and job work; 
familiar with all details of publication ;, thor 
ough printer. * TOUCHSTONE.” Printers’ Ink 
—_—_—— oor 
PRINTERS’ MATERIAL. 

\ ODERN MACHINERY, new and rebuilt. 

Material, new and second hand 

Type. new only, at foundry prices and dis 








bove price. 

Fr 'ylinder toa bodkin furnishe “d 
CONNER, FENDLER & ( »N.Y y 

RR a ae 


ADDRESSING. 


\WeE have special lists of merchants in all 
classes of trade, individuals, professions 
throughout the world, particularly U.S. Weare 
thoroughly equipped for addres 
=a quantities of envelopes, circulars, etc., 
uickly and at lowest rates. Our catalogue 
furnishes detailed information F. D. BELKNAP, 
290 Broadway, New York City 





- —— 
SIGNS, SHOW CARDS. 
—_ HOW CARDS 
. that command attention. 
Price Marks 
at prices that please 
LL. NATLONAL CRAKOW & CO., 
338 Broadway, N. Y. ¢ 
“Our business is creating business for others.’ 


— oe 

WINDOW DISPLAY 
\W i can give you ‘the kind of 
Window Display Cards 
that are business bringer 
L. NATIONAL CRAKOW &C.), 
338 Broadway, New York City. 
* Our business is creating business for others.”’ 





- 











- 





—- 
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ELECTROTYPEsS. 
Eb“ ECTROTYPES of i 
LAURENCE ELKU 





ustrations for sale by 
, 150 Nassau St., N. Y 








- - shies 
ADVERTISING DESIGNS. 
yk RIGINAL IDEAS. The best equipped art 
( department, 
GILL ENGRAVING CO, 
_, 140 Fifth Ave., New York. 





— + 
NEWSPAPER METALS. 


kK W. BLATCHFORD & Cu. have been making 
4* alloyed metals since Their business 
has had plenty of time to reach its present pro- 
portions —but time hasn’t had all to do with the 
rapid growth. E, W. BLATCHFORD & CO., mak- 
ers of Linotype, Stereotype, Electrotype and 
pen mixed metals, 54-70 N. Clinton street, ( *hi- 
ao. A Tower of Stre ngth.” 
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MAIL ORDER. 


TART a mail-order branch to your business. 
‘ It matters not whether you be the publisher 
of a newspaper, a shoemaker, druggist, store- 
keeper, or in any — r trade, a great opportu- 
nity is now open. nd ten cents, stamps, for 
brochure of mail- order money making system 
Your money returned if you don’t get many 
times the value of a dime.” SAWYER PUB. CO., 

525 B, Temple Court, New York City. 

— +r 


MISCELL 


4 = NEY making s¢ “ da ar’s sub. for 
THE NEW C NTU RY, Waterville, Me. 


\ 7 ILL exchange space with weeklies and mail- 
order papers. INDEPENDENT, Grant, Mich. 


Re COUNTRY WEEKLY—How to make it 
profitable, Series of ten letters, to be is 
sued beginning about July 1. New ideas that 
bring success. Write for explanatory circular. 
Address CARL BRAYFIELD, Charlestown, Ind. 
~~? 
ILLUSTRATORS AND ILLUSTRATIONS. 


YEN and ink portraits for newspapers and 
magazines is my specialty. Give me a trial, 
GEO. A. DEW, Wauseon, Ohio, 
LI. subjects except advertising, all sizes, 10 
cents an inch. Proofs mailed from a big 
stock. L. ELKUS, 150 Nassau Street, New York. 


QE ND $3 for a two-inch single cut, specially de- 
‘ signed for 7 Mortised for type. Just half 
regular price. C. B. PERKINS, 32 Globe Bldg., 
Boston, Mass, 
= +o 
ADDRE 


70 FRESH names, $1. ‘Useful for anything. 
‘ DON H. WIMMER, Minden, Neb. 


1 00 a North Georgia farmers, 
$3, cash — order. POST PRINT 
ING CO., Blue Ridge, ¢ 


Y EW list of farmers from the heart of Kansas 
now ready. $1.50 per ee Address 
EMPORIA (Kan.) ) BUSINESS COLLEG 
» OYD’S CITY DESPATCH, nen Mailing 
» and Delivery Agency, 16 Beekman St., New 
York. Established over half a ¢ entury. Special 
listy inany classification of m’f’r's, jobbers, retail 
ers, supply houses, residents, professions, individ- 
uals in any part of world. rite for catalogue. 


NEOUS. 

















an 
ADVERTISING SPECIALTIES. 


\ ’ HY not own an illustrated newspaper to 
advertise your business? No man having 
goods to sell, who has ever given intelligent 
thought to the question of advert ising them, — 
help but know that the most thorough m 
is to own and issue, at regular intervals, to his 
trade a paper carrying his imprint and describ- 
ing his stock. [f there is any value in general 
newspaper advertising, where ycur advertise- 
ment is one of many contending for the same 
trade, such value must be increased a hundred 
fold when your advertisement is the only one 
and goes exclusively to your possible customers. 
Try a paper of your own for one year. It is not 
cheap. Nothing good ever is. Send to HALSTED 
PUBLISHING CO., 18-20 Rose Street, New York, 
for sample copies and prices. 


Ga 
uw 


ELECTROTYPES AND STEREOTYPES. 
{ LECTROTYPE or oy ~ euts. When you 
Ne want ood ones, order from Bright’s “Old 
Reliable,” St. Louis Klectroty pe Foundry, No. 
211, North Third St., St. Louis, Mo. 





+e 
LETTER BROKERS. 


] ETTERS, all kinds, received from newspaper 
4 advertising. wanted and to let. What have 
you or what kind do you wish to hireof a ‘aa 
MEN OF LETTERS _ N, 595 Broadway, N 


RICE LIST FOR ‘JOB PRINTERS. 


] » AMALEY'S PRICE LIST FOR JOB PRINTERS 
\ —+fifth edition ; single copies 75 cents; two 
for $1. The best and cheapest estimator that 
any ee — employ. RAMALEY PUBLISH- 
ING , St. Paul, Minn. 


—_——_+or—_—__ 
NEWSPAPER INFORMATION 
KF‘ IR latest newspaper information use the lat- 
est edition of the AMERICAN NEWSPAPER D1- 
RECTORY, issued March 1, 1901. Price, five 
dollars. Sent free on receipt of price GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 





— +o 
PREMIUMS. 


YELIABLE goods are trade builders Thou 
\ sands of suggestive premiums suitable for 
apr weeny and others from the foremost manu 
acturing and wholesale dealers in jewelry and 
kindred lines. es p. ill’d list price catalogue 
free. 8S. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 


PAPER. 


Fg JL ge paper, all degrees of quality. Ev 

eight, color and finish. No matter 
whet oad are going to print, before you select 
the paper write to us and mention what you 
want. Wecan be of great assistance to you. We 
have everything in the paper line and the price 
is right. BASSETT & SUTPHIN, 45 Beekman St., 
New 








+ 
HALF-TONES. 
LIL. subjects except advertising, all sizes, 10 


é cents an inch. Proofs mailed from a big 
stock. L. ELKUS, 150 Nassau Street, New York. 
7 EWSPAPER 


HAL re TONES 10c, AN INC. 
” Single column cuts, $1; double $2. 
New process. Can be printed on any press. In 
struc rage fer Janae |! ing. Orders received be- 


‘ore 10 ee e same day. 
BARN ES Clos Co. , Times Building, Chicago. 





a oe 
BUSINESS OPPORTUNITIES. 


A DVERTISE your business by publishing « 
4 newspaper of your own on an economical 
— Send for full particulars. J. HARTLEY, 
15 Vandewater St., New York. 


RE!.IABLE mail order house can obtain an 

4 interest in a meaty mengeaine oe | n most fa- 
vorable terms. Established April. Aver- 
age circulation this year, 8,750 A monthly 
Capital obtained to be used in developing busi- 
nes: 

v particulars and sample copy on request 

FOOKS, 203 Broadway, New York. 

+2" 

PRINTERS, 


ALF-TONE and color work, catalogues, ete 
Nothing but hizh class’ work solicited 
THE RICHARDSON PRESS, 150 William St., N.¥ 


W — eg need office stationery send sample 

of what you are now using and let me quote 
prices. It will cost you nothing and will probably 
—— ge a dollars. h de work at low 
ga ep . WILCOX, THE RINTER, Milford 
ew Y = 








4 50 CENTS for 100 ivory finishe d Visiting cards ; 

either size ; “ Miss,” “ Mrs.” or “ Mr.” very 
neatly printed, with name, also with address, if 
desired, in steel plate script or engraver’s ito- 
man, by mail prepaid. Each additional line 5c 
each additional 1(0 cards, 2c. n’t confuse this 
with cheap, amateur work. mabooeny in CAPITAL 
letters, to avoid error. Address ELITE PRINT- 
ERY, Kasson, Minn. 











STEREOTYPE OUTFIIS. 
( ‘OLD Process Stereotyping Outfits, $14 up. No 
heating of type. Two erg e vm ag ing meth 
ods, with material, $2.50; no etching. ee - 
amples, for stamp. H. KAHRS, 40 E. Sd St. N.Y. 
— > 
DISTRIBUTING. 
\V RITE SOUTHERN ADVERTISING COM- 
PANY, Norfolk, Va., about mailing circu- 
lars to prosperous truck farmers who always 
have money to spend. New limited and guaran- 
teed system. 


— +o 
ARTISTS’ TRANSFER PAPER. 


] ESIGNERS and artists find our carbon trac- 
ing paper a valuable assistant in tracing 

< ee, from original pictur 
I 








. a sheet ; six 
IELD CAKBON 





shee 25e., postpaid. WHITF 
Pa! 2 WOR KS, Red Bank, N. J. 
—- 
SUPPLIES. 





1AUGE PINS, 3 for 10c. ical ERS SUPPLY 
¥ CO., Grand Island, Net 








, ‘hoes 1S ps we 4 is ‘eon with ink manufactured 
by the W. D. ILSON PRINTING INK CO 
Lta., Riesess St, Ne w York. Special prices to 
cash buyers. 
ocala re 
FOR SALE 
JERFECTING press, 4 or8 pages, $750. ENTER- 
PRISE, Brockton, Mass. 
R AMALEY’S PRICE LIST FOR JOB PRINTERS 
\ fifth edition ; single copies 75 cents ; two 
for $1. The best and cheapest estimator that 
— ‘printer can employ. KAMAL!:.Y PUBLISH- 
ING CO., St. Paul, Minn. 


> VERY issue of PRINTERS’ INK is religiously 
read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertise ment in PRINTERS’ INK. The cost is but 














25 cents a line. As a rule, one insertion will do 
a "ie tack Address PRINTERS’ INK, 10 Spruce 
ew rk 


— ee 
NEWSPAPER B.: 1RG. LINS. 


we &9, 000 BUYS a weekly and job property in 
Indiana, Pays $3,000 profit a year. 

"$1 600 cash, with balance $1, 000 on easy terms, 
buys a reliable w eekly business in a fast-growing 
town of 9,000 in New England 

$1,600, one-half cash, buys a good weekly and 
job business in Virginia. 

$900 cash and $1,000 on easy terms buys a 

weekly and job business in Oreg n. 

$4,000 buys a weekly and job business in New 
York State paying over $2,000 a year ; $2,500 cas 1 

possibly a little less 

$3,009 cash, balance on easy terms, buys a live, 
growing daily within 100 miles of New York City. 

$3,000 or more cash, balance on proper terms, 
buys a good proposition in New Jersey. 

Properties in Eastern and Western States 
large and small. What do you want! 

. F. DAVID, Abington, Mass., Confidential 
B canes and Expert in Newspaper Properties. 

30 years’ experience. 






a 
ADVERTISING NOVELTIES. 
te 4 00 IN genuine Confederate money for only 
ov 2c. CHAS. D. BARKER, Atianta, Ga. 


ICY CLES and tric ag’ns. Factory to buy- 
er. Write ROADST ER SHOPS, Camden, N.J. 


? E warmest of all PRINTERS’ INK babies is THE 
‘WRITER, St. Louis. Ten cents brings 
sample copy. World’s Fair C 1903, 


SPECIAL home magazine for department 
stores, to be presented to customers. Par- 
ticulars from L. RAY MOND, 159 Nassau St., N. Y. 


I OR_ the purpose “of inviting announcements 

of Advertising Noveities likely to benefit 
reader. as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 








( \REAT advertising novelty for retailers. If 
¥ you are looking for something good and 
ba send six cents in stamps for sample with 


rs MAHONING NOVELTY CO., Pig Run, Pa. 
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SPECIAL REPRESENTATIVES. 


I A COSTE AND MAXWELL, 

38 Park Kow, New York, telephone 3293 Cort 
landt, special representatives tor leading jai y 
newspapers, 


Q PE ‘IAL representatives in Ohio Valley. W 
‘ will see advertisers, make collections 
transact any other legitimate business in Cinc 
nati and surroundin: towns, Louisville, Indiar 
apolis and St, Louis, for any reputab'e publica 
tion. Commission only. Refer to Lun or Brad 
street. LEU WISE & CO., Cincinnati, 0. 





Dg nm oy! whey ea _ DIREC TORY, $1, 253 
Broadwa , New 





r = o have been many books of prepared 
ertisements publist red, but our oan 
calle a * Ready-Made Advertisements,” is differ 
ent from every one of them, because it is not 
the product of one mind but represents the 
work of more thin a score of business men who 
have used theadve -ments selected to increase 
the number of their customers. Any one wish 
ing really good advertisements should get a copy 
of this book. It is just the thing for the retail 
merchant or others inte ted in advertising 
*rice $1—n er order or check on New York 
GEORGE P. IWELL & CO., 10 Spruce St., N 


eal COME, FIRST SERVED! 
FOR $2.50. 











Any one who advertises in or has dealings with 
newspapers and periodicals has a chance to % 
cure now, at half price, a copy of the AMERICAN 
NEWSPAPER DIRECTORY FOR 1900, MARCH IssvUE. 
A complete catalogue of the Contemporanecous 
American Periodical Press and the recognized 
Authority on American Newspaper Statistics 
over 1,400 pages; regular price five dollars. \ 
limited number of this edition only is left over 
that can ve had at the above reduced price. Al! 
of the other editions of 1900 were exhausted 
within the months of their respective issues, On 
receipt of i) the book will be sent free of ex- 
press charg Address GEO. P. ROWELL & CO., 
10 Spruce St., New York. 

Ne on 
NEWSPAPER ADS SECURED. 
F you are a publisher, anxious to secure more 
advertisements for your paper, this may in- 
terest you. What is to follow is based upon a 
publisher's experience, cou’ led witha knowledge 
of the advertising and adveriising agency bu-i- 











ness, 

During the past few years the writer has <e 
cured some of the best advertisers in the coun- 
try for a unique and original advertising m« 
dium by a unique and persistent system of pr 
sonal letter writing, direct to the advertiser him- 
self and to his advertising agent. 

During that time have gathered and classified 
and card-indexed an immense amount of infor 
mation about advertisers and their methods and 
times of placing business, through which agen 
each dces it, and, what is even more important, 
the particular man in each firm and agency who 
has the particular business in charge. 

I am prepared to adapt my plan to your paper 
without interferin: with my own journals, and 
undertake a small service for you which will 
show big results. 

Send a copy of your paper, and write me fully 
about its field a:.d work and circulation, 

I will prepare from my dates a list of 100 or 200 
possible customers and a series of special per- 
sonal letters, to be sent one each week to each 
advertiser on the Jist until an order is secured, 

Will typewrite the le‘ters ready for mailing if 
desired, and even attend to that from here if you 
furnish postage. If you are interested, address 

JAMES KOACH, P. 0. Box 923, Philadelphia. 

See advert sement 0° our journals, the Church 
Press Association, in this issue of PRINTERS’ INK. 
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PRINTERS 


ADVERTISING 


HE CHRONICLE, Princeton, Ky 


HE GOLVER, Boston. Oldest golf publication 


in America 
be: GOLFER, 
in America, 
tage GOLFER, Boston. 
In Americ 
ee GOLFER, Boston 


America 
f har GOLFER, 
n America 


Oldest golf publication 


Joston. 


Oldest golf publication 





Oldest golf publication 


Boston. Oldest golf publication 














l HE CHVONICLE, ~ Princeton, Ky., is rated 1,800 
weekly in plain figures 
] ARD ARE DEALERS’ 2 go sam- 
ple copy 10 cents, New York 
a h mail-order buyers at 10c. line, use 
Nis’ GUIDE, Wilmington, Del. 
se erving their clients 
1881 
1 Ni 0 circ ulation guaranteed. 
FARM AND HOME, Homer, Mich. 

WS, Tracy City, Tenn., Democratic weekly, 





800 circulation. 


DAILY ENT 
Circulation 6, 


only paper in Grundy Co., 


WORDS, 

4() “pRise: 
A* RDS for Ste, 10,000 circulation guaran- 
» bear THE AM. MAGAZINE, Homer, Mich. 


TYAOSTERNS WEC ~ 2 tat AD, Worcester, Mass. 
a Ist clas. Swedish w’k r’lat’g in N.E. Sta‘es. 





5 time 


y cents. 
Brockt : 


Ma 











Tz STE REPUBLICS is the best medium to 
reach Latin American trade F. BRADY, 
Prop., Denver, Col. 


» EACH the best Southern tarmers by 4 lanting 
\ youradsin FARM AND TRADE, Nashkvilte 
Tenn, Only 10c, a line 





NY perscn advertising in PRINTERS’ INK to 
the amount of $10 or mores entitled to re- 
ve the paper for one year 




















6 lin AMERICAN PHILATELIST sent one year 
for 2 cents Advertising rates 2 certs a 
ne. Cire’n 4,000, AM. PUB. CO, , Minden, Neb. 

DVERTISERS’ GUIDE, New Market, N, J 

4 Circulation 5,000. sample free Mailed 

postpaid 1 year,25e. Ad rate, le, line. Close *4th, 
»>EFOR E buying or selling a farm read FARM 
> LOANS AND CITY BONDS, 155 La Salle St., 

Chicago iil, Sample copy 10 cé nts ; one year,$}. 
RESS- REPUBLIC, Springfield, O. Leased 

wire Associated Press report fworn cire’n 
guarant’d by Citizens’ Bank to exceed 8,000 daily. 

\ IAN SUN, one of the leading weeklies of the 

Cherokee Nation. Ads in its columns at 
tract attention. WktKS & CHAPMAN, publish 

ers, Vian, I. I 

6 Nhe RE are others, but none so practical and 

helpful as THE AD-WRITER, St. Louis 
Vorid’s Fair City, 1903. 10 cents brings sample 
a year. 


f this 
AMERICAN CARBONA- 
New York. Es 


| F you wish to reach the bottling trade « 
country, advertise in the 

AND BOTTLER, 67 Liberty St.. 
tat lished in 1881 


i O reach 850 thrifty ft armers and townspeople 
weekly use the C umberland, Ohio E Ho. 
Rates are reasonable ind advertisers’ 

aref pingl guarded, 


inte rests 


( yNL Y 50c, per line for cach insertion in entire 

! t ot 160 country papers, located mostly in 
New York, New Jersey and Pennsylvania. UNION 
PRINTING CO., 15 Vande water St., 


yy HE SUSSEX STANDARD, Waverly, Va A 

‘J KL” that pays the general «ajivertiser 
to patronize, because it’s the only special peanut 
paper. Covers the Virginia Peanut Belt. 


rIDAVIT—I, F. P. Boyle, publisher of the 
HousTON WEEKLY TIMES, being duly sworn, 
that the average number of copies eac oh 
issue printed and circulated since Janw ary 1, 
of v e paper, has been 1,408. EF. YL 
ish Subscribed ge merous So be ‘ore me, 
1901, . TRACY, Notary 
ublic in and for H: aris Cc a. ity, Tex 











Say 
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rT: reach ual order buyers, try PENNY MONTH 
; 0c. a line; cire’n 2,000; Youngstown, 


) KLGIAN hare culture is most profitable 

> time. If interested, free sample BELG AN 
HARE NEWs, Chicago, is very interesting; 
10,000 circulation ; greatest hare adv. medium 


Ts REVIEW, Brady, Ne Neb.—four-page weekly 

Oi. ly newspaper in eastern Lincoln County, 
a growing and prosperous farming country 
Adv. rates reasonable. Send for sample copies, 


RISTOL (Fla.) FREE PRESS is a 
) weekly with a circula 
week ; published at Bristol, the county seat of 
Liberty County and in the center of a very fer 
tile agricultural district. 


100,00( PROVES ;_ 2 cents fat. Special 


PATHFINDER June |. vill react 
every teacher at teachers’ institutes. vi 
ested in educational field, this is your 
TUL PATHFINDER PUB. CO., Pathfinder, 
T= Wrightsville TELEGRAPH is the only all 

home print newspaper published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the homes 
of well-to-do farmers every wee It carries 
eighteen to twenty « olumns of nies rtising For 
rates address THE TELEGRAPH PUB. CO 
Ww weston ille, Pa. 


QEI "HELP, a magazine of short stories, mut- 
. us s helpfulness, omy poy and home studies, 
has a paid circulation in over twenty-five States 
in the United States and some in Canada, The 
best paper for advertisers. Rates 10 cents per 
line, twelve lines to the inch, six-poin* measure, 
Cash with order. 
Address 
HELP, 


SELF 
‘ee FREIE PRESSE, W Wilmington, Del 
only German newspaper—a daily 21 years in 
existence _ published in Delaware, and the only 
one beiween Philadelphia, Reading and Balti 
more 









country 












D.C. 











. York, Pa. 


The 


If you want to reacha good German trade, 


advertisement in the 


place your 
Results prove the value of 


tiis paper. 
dium. 
rates, 

DVERTISERS- If you wish to reach%a fine 
a class of peo} le (Presbyterian), advertise ir 


the me 


columns of 


Write for sample copies and advertising 


THE CHRISTIAN COMPANION (bi-weekly), which has 


entirely in Ala 
rp. Louisiana, 
fest Virginia. 


a circulation of 7,500, almost 
bama, Florida, Georgis Mississip 
Tennessee, Kentucky, Virginia anc 





Terms, one inch single column, each insertior 
50c. per inch ; two or more inches, 40c, per ine! 
Double column per irch, each insert on, 9c 
twoor more inches, 7! ver inch. To secure at 





tention advertisers must inclose cash with adver 
tisements. Nothing but cash taken fcr ads 
can tell you no more than we tell you here. | 
you wish to try our Journal eae get results, sen 
your ads and cash to Riv. R. M. LAT 
D. D., Drawer 908, Birmingham, Ala. 
—_——_. 
COLOR PLATE MAKER. 
preEp® KIRSTEN, 170 Fulton St., N. Y., exper 
in making color plates for printing in book 
lets, catalogues, labels or newspapers 











_ ter — 
NEWSPAPER FOR SALI 


QIXTEEN page literary journal, an 8- 
rimonial journal and mail order business, es* 

15 years. For 

address BOX 85 


r 


sample papers and 
Toledo, Ohio. 
—— 
{DVERTISEMENT CONSTRI CTORS. 
RTHUR FE. SWETT, Omaha Building. 
ra Mail order business only 
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Ww. WOODHOUSE, JR., Trenton, N. J., write 
anything that’s advertising 
a will py yen ay me to write your boo 
JtD ‘Bo Ro, Br rogue 
Betw hou es use my ads. Wr H.L. GOOD 
o R. 24-181, Tremont Seat, Boston. 
frou R oananeel iy $1 to new customers, Cas 
with order. B. M. ANGLE, Lincoln, Neb. 
(pTHER tS find my se Ho profitable ag! “ 
yout CHAS. R. BAKER, So, Norwalk, 
\ ELVILLE E. TRUX, Hartford, Conn., writer, 
4 i!lustrator, printer. Fine booklets specialty 
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) ETAILERS, add a mail order department. 
\ GEO. R. CRAW, 115 Dearborn St., Chicago, Il. 


I ELM—C. DANI! L—t11 Nassau St.,N. Y. Estab. 
1894. Pungent illustrations and flavored 
copy. $2 up. 


EONARDI advertising i in n Cuba is our work. 
+ Spanish i. om free. M. P. GOULD CO., 
Bennett Bld., N. Y. 
gr who use my ads know their value best. 
» you acquainted! E.G. HINES, 34 Gar 
field p Jac e, Cincinnati. 


M. PETERSEN prepares the advertising 
Bena er for Tablet Pile —. Write for 
samples. P.O. BC IX7 , Buffalo, N. ¥ 








IVE 6-in. ads or less, any business, for one dol- 

lar. Send dollar and style of business. PRESS 

ADVERTISING BUREAU, Box 633, Harrisburg, 
Penn. 


7 OU can look forward to increased activity in 

your business if you employ me to write 

your advertising. Suppose you try it? EDWIN 
&. KARNS, A, 347 E. 42d St., Chicago. 


J ACK THE JINGLER’S ” best of fads 
Is writing rhyming business ads, 
Of pith and point, for every use. 
His New York address is 10 mci uce 


vs a. Dg ae eg nagar Mar. 
z. S: 














KL ‘ree 
“joun Es RODGERS: Superintendcnt 





INK, 


66 (YOOD ADVEI.TISING” offers prizes for 
¥ the best retail ads. Send 2 cents for 
cial 3 months’ trial suns viptio . CHAKLES 
NOSTIN BATES, Vanderbilt Buildi: ag, New York 


kK DWIN S. KARNS, A, 347 E. 42d St., Chic 
4 originator and writer of advertis sing hat 
brings results for newspapers, magazines, book- 
lets, folders, blotters, mailing cards, circulars, 
circular letters, etc. 














AUNCHING a new business! Whether it wil 

4 bean ocean liner ora catboat may depend 

on the advertising. Let us start you right 

SNYDER & JOHNSON, Advertising \\ mters and 
Agents, Woman’s Temple, Chicago. 


(PPHE new number of * LEWIS-PHILa” 32 pages 
and cover) is full of hints and hits—espe 
cially pointed for the taste of the man who 
pays the bill. One hundred oer free to th se 
who x, Oe it on = ir letterhe 
E. ST. ELMO LEWIS, 518 Walnut St . Phila, 








\ Y magazine, GooD ADVERTISING, is po-itiv 
4 the best and most practically usetul pul - 
cation ever issued for the retail merchant and 
local adwriter. 32 a year. Send 25 cents for 
three months’ trial subscription. CHAR! ES 
AUSTIN BATES (Publication Department), Van 
derbilt Building, New York. 











of BARRY L. BELL 
ection of EUGENE HUATS 










ARTISTS and 
ENGRAVERS 
on Wood, Zinc 


Ore 
Ye 


pte 


Nel 





Good PRINT 
ING PLATES 

















STANDARD 

ENGRAVING 

Co nd 
(Incorporated) Seventh ak 
PHILADELPHIA PA USA Phone 714 










Designers and 
Illustrators of 
Effective and 
Artistic Cata 
|logues, Booklets» 
Circulars, Per 
lodicals, Etc. 
COLOR WORK 
in all ean 


¢ SY 
4) 























PHILADRIPHIA, May lst, 1901. 


Messrs. Geo. P. Rowell & Cos, 
10 Spruce St., 
New York. 
Dear Sirs:e- 


Extemiing over a period of two years to date, this 





mpany has expended a little over $2000.00 in advertising its specialty, 


"ORIGINAL NEWSPAPER HALFTONES", 


During the four months just past, January to April, $138.00 has been 


paid to "PRINTERS INK” for classified advertisements and a pace display 


in special edition sent to all newspapers in United States and Canada 


March 27th. 


Our business with newspapers outside PHILADELPHIA has doubled itself 


during these four months and we can attribute these DIRECT and PROFITABIE 
SULTS in this department to PRINTERS IKK. 


Yours truly, 


The Standard Engraving Cos, Ince, 


Sth. te 


President. 
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PRINTERS’ INK. 


“There are more men who have missed oppor- 


tunities than there are who have lacked oppor- 


tunities.".—Za Beaumelle. 


Ut Applies 
To Printing. 


The above strongly applies to print- 
ing. Every piece of poor, careless, in- 
different printing that is permitted to 
leave a store, office or factory is a 
missed opportunity. 

A needlessly missed opportunity to 
create an impression—to advertise. 


Such printing could never have been. 


done here. We make a specialty of 
strong, impressive printing for adver- 
tisers. 

Our booklets, folders and circulars 
secure the reader's attention. The dif- 
ference in price between good and in- 
different printing is really mighty 
small. And our printing—good print- 
ing—is cheapest in the end. 

Call on or write to 


PRINTERS’ INK PRESS, 


10 Spruce Sty Ne Vo 
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PRINTERS’ INK. 














[New York 


Ww. R. 


No newspaper has ever yet been able 
who buys newspaper space and probably 1 
But the NEW YORK JOURNAL 
YORK EVENING JOURNAL come pre 

advertiser into their columns. 

Local advertisers are usually the hard 
stay as long as the newspaper carrying th 

The amount of local and general ad 
NEW YORK JOURNALAND ADVERT 
JOURNAL is a_ great tribute to the ve 
mediums. 

There is more display advertising (the | 
medium) in the columns of the NE W YOR 
the NEW YORK EVENING JOU RNAL 

Advertisers generally take the measur; 
advertising it carries from the merchants of t 

On this score nobody can make con 
JOURNAL AND ADVERTISER or the NI 


papers are crowded with announcements fri 


NEW YORK JOURNAI 
NEW YORK EVENING 


WwW. R. HI! 









" 


- 


PRINTERS’ INK. 





-K Journal, 


R. HEARST. 


n able to get-into its columns every advertiser 
yably no newspaper ever will. 
NAL AND ADVERTISER and the NEW 


me pretty near getting every local and general 


hardest ,to convince, but when they start they 
‘ing their advertising treats them fairly. 
ral advertising carried in the columns of the 
VERTISER and the NEW YORK EVENING 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
(#” Issued every Wedne -y- Ten cents a 


copy. once spe oe e dollars a year, 
in ao Six dollars a hundred, No 
num 


te Being printed from plates, it is always pos- 
sible to issue = — edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

ter ublishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential ternis 

tv If any person who bas not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
eubseribed in his name, Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES . 

Classified advertisements 25 cents a line: siz 
wordstothe line; pearl measure; display 5v cents 
a line; 15 linesto the inch. #100'a page. Specis 
Pp osition twenty-five per cent additional, if gran:- 
ed; discount, five per cent for cash w ith order. 


OrFices: No. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 ston ins Hill, E. 


~NEW YORK, ! MAY 8, 1901. 


WHAT IS CIRCULATION 


The circulation of a newspaper 
is correctly stated by adding the 
number of complete copies of each 
separate issue printed during the 
entire year preceding the date of 


the statement and dividing the 
sum by the number of separate 
issues. 


The number of complete copies print- 
ed, folded and prepared for distribution 
is the only number that can be absolute- 
ly known and definitely and truthfully 
stated. What is done with the copies 
has a hearing upon the quality of the 
circulation. No newspaper man prints 
copies without the intention of making 
some use of them. To print a surplus 
for the mere purpose of deceiving ad- 
vertisers is too expensive. The same 
object may be achieved just as honestly 
by plain lying, which is cheaper. The 
difference between copies printed and 
copies sold is generally no more than 
five per cent, often much less, but some- 
times as much as twenty or even ninety 
per cent. Just what the percentage is, 
when it can be known and stated, is in- 
formation of much value to the adver- 
tiser who desires to form an opinion of 
the worth to him of a specified circula- 
tion. 

a i 

“Tue Municipal Year Book of 
the United Kingdom” seems to be 
pretty well peppered with adver- 
tisements, according to a writer in 
the Nation. It has 550 pages, and 
the publisher has pursued the 
plan, towards the end of the vol- 
ume, of interpolating advertise- 
ments in the text in a very annoy- 
ing fashion; so that to get from 
municipal taxes to the list of 
clerks of county councils we have 
to pass ‘through an intervening ter- 
ritory occupied by somebody’s 
Red Gum, and somebody else’s 
Sulphur Candles. 
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IF ycu are advertising the right 
kind of goods, each saie will help 
to make others. Good goods ad- 
vertise themselves. 


In advertising a sale of Navajo 
blankets Wanamaker’s New York 
ad man invites “our public’ to 
both inspect and buy. This cool 
assumption of that very useful bit 
of national property known as “the 
public” is rather humorous. It is 
to be hoped that Mr. Wanamaker 
will permit his fellow mortals in 
the department store way to use 
his public on stated days in the 
week—Sundays, at least. 

THE Homie Magazine has a nov- 
el way of calling attention to its 
advertising pages. There is per- 
haps something that is advertised 
in this magazine that you want,” 
it says. “Look over the pages 
and see. Write to advertisers and 
inquire terms to you—as a Home 
Magazine reader. (Try it.) Or 
send us double the value in paid 
subscriptions and we will send you 
any article advertised in this issue. 





The list is fascinating. Look it 
over.” 

One of the strangest facts in 
advertising is the fact that so 


many mediums are still unappro- 
priated. For years the house 
painter has daubed the word 
“paint” upon the first piece of 
pasteboard that came to hand, 
using it to warn folks who have 
to pass near his handiwork. H. 
Metz, 176 Rivington street, New 
York City, is said to be the first 
decorator to have the legend, 
“Look out for paint,” neatly 
printed on a card with his name, 
address and business. 


INVESTIGATION of circulation, as 
made by the Association of Amer- 
ican Advertisers, formed for the 
purpose of finding out what they 
get for the millions they annually 
invest in advertising, has so far 
brought to light the fact that not 
a single paper’s circulation. was 
up to the claims of its publishers. 
This is a revelation humiliating 
for publishers and distressing to 
the minds of advertisers, who have 
year in and year out received false 
measure.—Mail Order Journal. 
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Mr. Barney, the advertising 
manager of the Vall Street Jour- 
nal, writes that he _ considers 
PrINTERS’ INK so valuable to him 
that he is glad to pay for his copy, 
which he has done as long as he 
has received it. He says he con- 
siders that it is well worth its cost. 


ANyBopy can tumble paving- 
stones upon the surface of a road- 


way—but that doesn’t make a 
pavement. To lay the granite 
blocks evenly and firmly so as to 


make a “true” surface, is a mat- 
ter of skill and experience—like 
most things in this world which 
are worth the doing. Likewise 
anybody can jumble a lot of words 


and phrases together—but that 
doesn’t make an ad. As in road- 
building, ad-building requires 


skill and experience to have the 
ads present a “true surface’’—to 
have weight and influence on the 
reader’s mind. 


WHEN one discontinues his sub- 
scription to the Chicago Tribune, 
for any cause, he receives a return 
postal, earnestly inquiring for the 
reason, and stating their regret 
at losing your esteemed patronage. 
When one subscribes, he receives 
a postal (return), asking if the 
paper is being properly delivered, 
and if not to give explicit direc- 
tions, as per printed form on the 
return card—whether to lay it on 
the porch, which floor, _ stairs, 
landing, box, etc. All of which 
shows how solicitous even the 
most prosperous of papers have to 
be to guard sate laurels. 


AccorDING to a recent cable- 
gram in the New York Journal, 
the dead walls and hoardings of 
the boulevards from the Rue Roy- 
ale to the Porte St. Martin are 
covered with highly colored an- 
nouncements that McKinley has 
his clothes made in Paris by a 
tailor who is advertising the fact 
widely. Enormous posters show 
a life-size picture of the President 
dressed in the latest Parisian fash- 
ion—gray trousers, striped waist- 
coat and three-button cutaway 
coat, like a dashing boulevardier. 
Underneath is printed: 


Highlife tailor fournisseur du 
dent des Etats-Unis. 


Presi- 


are highly 
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_In_ Ayer’s hae ge Annual 
for 1901 the People’s Journal, a 


Washington publication, gets cred- 
it for an estimated circulation of 
38,000 copies. When the auditor 
of the Association of American 
Advertisers visited Washington 
for the purpose of investigating 
this apparently somewhat impor- 
tant periodical, he disposed of it 
in his report with the following 
crisp sentence: 

It has not been published for over 
four years, and no trace can be found 
as to who published it or what it ever 
was, except that one Latham was in 
some way connected with it, but his 
whereabouts are unknown. 








ASKED to state the difficulty exist- 
ing between the Retail Dry Goods 
Association and the New York /Vordd, 
a gentleman connected with one of 
the large department stores in the 
association, and withholding advertis- 
ing from the Wor/d, said that he was 
not acquainted with all the particu- 
lars, but that the matter dates back to 
the time when the World changed 
from a seven to an eight column 
paper, reducing the width of the col- 
umns without making a correspond- 
ing reduction in the price of the col 
umn space. Advertisers had to pay 
the same amount for the narrow col- 
umns as they did for the wide ones— 
hence the “ kick.” C, J. Rosenbault, 
secretary of the Retail Dry Goods 
Association, could perhaps explain 
the matter with more thoroughness, 
but if he can he will not. 





THERE are many ingenious ways 
of giving a store an air of eclat 
that will inspire confidence in 
strangers—ingenious ways that 
are cunning in their simplicity. 
An optician in Twenty - third 
street, New York, whose store 
sets back ten feet from the main 
sidewalk, has a three-foot strip of 
carpet running up to his door. As 
a matter of fact there is no need 
of a carpeted approach, for Twen- 
ty-third street is well provided 
with clean stone sidewalks. Yet 
the strip of carpet distinguishes 
that store from all others in its 
neighborhood—is a sort of out- 
ward indication that customers 
valued within and that 
the optician has devoted hard 
thought to—just such little de- 
tails, perhaps. 











tHE Aeolian Compary are mak- 
ing much use in their advertising 
of the fact that Emperor William 
of Germany has bought an Aeol 
ian for his yacht *Hohenzollern.” 
Considering the recent antics of 
this interesting monarch, is ex- 
ploiting his purchase the best kind 
of advertising? 


argue that to 
use a special medium like the 
IVall Street Journal, for instance, 
for advertisements, simply dupli- 
cates the largest dailies. There- 
fore, that it is a waste of money 
to use a class paper. Dow, Jones 
& Co., publishers of Wall 
Street Journal, meet this argu- 
ment in the manner: 


SoME advertisers 





rHE Los Angeles (Cal.) Satur- 
day Post is the latest addition to 
the list of guaranteed 
circulation rati in 
the American Newspa 
per Directory, that pa 
per having expressed 
its willingness to have the correct 
ness of its circulation statement 
guaranteed by the publishers of 
the Directory under qa forfeiture of 
one hundred dollars, to be paid by 
th he fi person who suc- 
cessfully controverts the accuracy 
of the circulation figures accorded 
by the Directory. The actual aver- 
circulation of the Saturday 
st for the year 1900, as reported 
publishers, was 5,021, and 
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t for the year ending with 
ril, 190T, was 5,47I. he Sat- 
veda nef 7 4 ‘. Cec saalrle 
urday Post is the first weekly 


newspaper that avails itself of the 
opportunity of a guaranteed rat- 
ing offered by the American 
Newspaper Directory. 
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Comment” 
appearing in the Nashville (Tenn. ) 
Tribune is excellent matter of its 
kind. 


THe “Advertising 


Last summer B. F. Keith of 
Boston sent an advertising outht 
consisting of a handsome wagon, 
showing moving pictures and 
stereopticon views each evening, 
m a tour throughout New Eng- 
land. ‘lhe rig was drawn by two 
beautiful black horses, and at- 
tracted a great deal of attention. 
Mr. Keith has already started the 
wagon out on its summer trip 
with a lot of new pictures. The 
collection includes an unusually 
interesting selection of home and 
foreign subjects, while the stere- 
opticon views include beautitully 
colored slides of Denmark, Swe 
den, Norway and other foreign 
countries and a splendid collection 
of miscellaneous subjects. The 
entire outfit for giving exhibitions 
in the open, including light, is car 
ried, and the wagon is one of the 


finest ever fitted up for such a 
purpose. It is designed to adver 
tise Keith’s Boston theater, and 


bring it before country people who 
make frequent trips to Boston. 


“From Pure Cream to Perfect 
Butter” is the opening chapter of 
a brochure published by the Han 
ford-Hazelwood Cream Company, 
of Sioux City, Ia., which easily 
holds the reader's attention 
throughout the thirty-two pages 





contains. The brochure is ten by 
seven inches in size and fourtee 
large halftones are used in de 


scribing in tiny paragraphs, one 
on each page, the process of mak 
ing pure butter. The first picture 
is that of a healthy-looking cow 
and dainty maiden in a farmyard 


The succeeding ones are taken 
from photos of the creamery, 
showing process and machinery 


for making the Hazelwood pro® 
Without any imitations in 
that line the brochure reminds one 
of the excellent Schlitz beer ad 


uct 





vertising, where purity and st 
lization are so prominently put 
forward, The cover is dainti 


embossed and the binding is done 
with heavy silk cord. The impres 
is one of extreme dainti: 
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It is possible for an advertise- 
ment to contain too many points— 

plethora of information is liable 
to make each separate point in- 
listinct. 

THE public has a short memory. 
If Olga Nethersole were to change 
her stage name to-morrow, for ex- 
ample, tons of printing ink would 
be required to announce the new 
pseudonym. Or if she were to 
leave’ the boards for five years, 
fully ninety-five per cent of the 
public would have forgotten her 
upon her new debut in 1906. The 
public is not to blame in the mat- 
wma 3 is hard pressed for time— 
busy looking after its own affairs 
—not willing to burden its mem- 
ory with items of unimporté int in- 
formation. The trick of getting 
into the public memory is_ the 
trick of becoming important to the 
public—and the trick of staying 
alive in it is the trick of becoming 
more important—and of persist- 
ently reminding the public that 
you are so, too. 

HERE are some phrases taken 
from a one-sheet circus poster 
which strikingly illustrate the ad- 
vance in the art of saying adver- 
tising things. The circus phrase- 
monger, being called upon for a 
description of a certain very he ack- 
neyed and = ordinary “feature, 
brought forth the following: “It 
is the veritable pinnacle of perilous 
performance—the apex of equili- 
bric effort.” Then, in fear that 
he had not made his point, he 
swooped down upon some remain- 
ing space to declare that it was 
“a truly dare-devil, 
death-defying deed—a fearless, 
fearful, fascinating feat.” Now, 
the “d-d-d-d-d-d-f-f-f-f” so writ- 
ten about can be seen in any con- 
tinuous theater in the land. It is 
generally called a “turn,” adver- 
tised by a mere line in the news- 
papers and announced by a placard 
on the proscenium arch. It may 
be necessary for the circus press 
agent to open up a box of brand 
new adjectives before writing a 
one-sheet pos ster—probably is—but 
for the man who writes any other 
sort of ad a box of ideas would 

serve better. 


desperate, * 
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Frank Leslie's Popular Monthly 
for May contains an interestin 
article by William D. Hulbert, 
“Chicago Our Newest Seaport.’ 
The writer describes the plan by 
which steamships clearing from 
Chicago will reach the Atlantic 
Ocean by way of the Great Lakes, 
the Canadian canals and the St 
Lawrence River. The scheme has 
been tried before with vessels of 
light draught but did not pay the 
promoters. Since then improve- 
ments have been made to these 
inland waterways and the new 
plan bids fair to become success- 
ful. The Northwestern Steam- 
ship Company are building boats 
of three thousand tons burden es- 
pecially for this service, and they 
are expected to make regular trips 
between Chicago and European 
ports in eighteen days. As a com- 
pliment to the British government 
for being allowed the use of the 
Canz dian waterways, the first boat 


will clear for Liverpool. 
“AGENTS wanted” form a sepa- 


rate and distinct classification in 
the Sunday editions of the New 
York IVorld and Journal, and the 
reader of the ordinary help wanted 
advertisements does not find them 
sandwiched in between requests 
for agents and “send ten cents for 
sample.” The World carries on 
an average nearly three columns 
of these ads and the Journal is a 
close second. The classification 
seems a bit out of place when one 
scans the ads. They might more 
appropriately be called ‘mail or 
der advertisements.” Agent want- 
ed seems to be the bait for gulli 
ble persons to send on various 
sums of money and get a variety 
of articles—anything from a shoe 
string up. Manv of the advertise- 
ments are genuine in asking for 


agents and many are not. They 
secure considerable trade from 
street fakirs and others engaged 


in similar work. Then again, 
many of them are inserted for the 
purpose of getting names. An- 
thony Comstock could probably 
find a little work in his line if 
some of these ads live up to what 
appears to be their nromises. Al- 
together they make interesting and 
oftentimes amusing reading. 
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RAILROADS, in reaching out after 
business, employ many methods 
of advertising that are little known 
outside of their own offices. For 
instance, the Chicago, Burlington 
& Quincy Railroad employs a 
woman who travels through the 
Central States, the Middle West, 
Virginia and Ohio, lecturing on 
crop conditions, etc., and the ad- 
vantages of homes in the North- 
west. She visits small cities and 
towns, and avoiding the women’s 
clubs and faddists, gives enter- 
taining and interesting free talks 
to people who are likely to become 
settlers or are seeking a home and 
land they can own. She is said 
to be wonderfully well posted and 
has a fund of information to im- 
part. Incidentally, of course, the 
. B. & Q. road is mentioned, and 
naturally her talks center around 
the section of country traversed 
bv that road. 


A PIECE of unique Western en- 
terprise in journalism on the part 
of a fourteen-year-old boy has 
been sent to the Little Schoolmas- 
ter. The name of the paper is the 
Gypsum Chronicle, Vol. 1, No. 33, 
published at Gypsum, Kas., by 
Master Allan L. Swisher, editor 
and proprietor. The paper is four 
pages, ten by thirteen inches in 
size, and is published weekly with- 
out the use of press, ink, type or 
printer. The matter is written in 
type by hand by the young editor 
himself. He attends school and 
does his newspaper work at odd 
times. His father is a plasterer, 
whose ad appears on the fourth 
page. He is a poor, uneducated 
man, who cannot give the boy any 
assistance. The first page con- 
tains a pen picture of the Czar of 
Russia, “against whose life numer- 
ous plots have been formed,” are 
the accompanying headlines. The 
inside pages are local news. The 
fourth page contains ads. Even a 
circulation statement that is prob- 
ably true appears under the head- 
ing of the paper, and reads: ‘‘The 
total number of copies of the 
Chronicle printed (counting this 
issue) this year is 161.” It’s a 
pretty creditable effort, involving 
much more labor than: appears 
upon the surface. 





‘proportion to price. 


Mr. GeorceE NEwNES, the fa- 
mous European publisher of cheap 
literature, in a pamphlet recently 
issued, has this to say on the sub- 
ject of advertising: 

The man who can drive the best bar 
gain with a publisher is not necessarily 
the best agent, as the expert is so called 
He may be able to procure 30 per cent 
more space for a given sum, or secure 
a given area of space at 30 per cent less 
cost than a rival; but if the latter can 
fill the space 50 per cent more effec- 
tively, the apparent gain by employing 
the services of the former is in reality 
a serious loss. This point is seldom 
properly understood by advertisers. 
Commercial men themselves, they are 
apt to attach all the importance to the 
superficial good bargain, and overlook 
to a very great extent the artistic side 
of the question. This is the same sort 
of error as to omit the question of 
quality from the cost of goods; yet, 
obvious as it is, it is often made. 

A PUBLICATION called Newspa- 
perdom, devoted to the interests 
of local papers in contra-distinc- 
tion to those emanating from met- 
ropolitan centers, printed the fol- 
lowing sentences in a recent issue: 
“It remains to be proved that 
country papers, thousand for thou- 
sand, are the best mediums. Pric- 
es range from one-fifteenth cent 
for metropolitan dailies to one- 
third cent for country weeklies.” 
An advertising man who was ask- 
ed to prepare an article dealing 
with the subject of Metropolitan 
Daily Newspaper Advertising, ex 
hibiting the arguments in favor of 
the great metropolitan daily paper 
as against the field, said he thought 
the quotation from Newspaper- 
dom told the whole story. It ad- 
mits that the metropolitan paper 
gives five times the circulation in 
In addition 
to the advantage in price, the met- 
ropolitan paper goes to hands that 
earn and receive more money and 
consequently have in pocket more 
cash with which to gratify any de- 
sire awakened by an advertise- 
ment. The metropolitan paper 
tells its story and does its perfect 
work to-day. The paper issued 
in a more thinly settled communi- 
ty works more slowly, and not 
only demands a higher rate of re- 
muneration, but operates among 
a constituency less able to respond 
to the influence the advertisement 
may exert. 
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PHILADELPHIA has the best re- 





tail advertising of all American 
cities. 

Tue California Prune Primers, 
issued by the Southern Pacific 


Railway, are models of their kind. 
As a rule, “primers” show the 
great effort that has been made to 
make them read like “first read- 
ers’; but in these dainty little 
specimens knowledge is imparted 
in words that while simple enough 
to be understood by a child, would 
not be too childish for the great- 
est intellect. Every adwriter who 
is aiming for simplicity and brev- 
ity could learn a lesson from them. 





THE advantages of co-operation 
among papers in big cities has long 
been evident. Jealousies among 
newspapers in country districts 
usually prevent such co-operation, 


though there are many ways in 
which it would be highly bene- 
ficial. Country papers could do 


manv things by co-operation which 
are too expensive for them to un- 


dertake ~~. Four papers in 
Monmouth County, New Jersey— 
the Asbury Park Press, the Long 


Branch Record, the Freehold 
lrenscript and the Red Bank Ke- 
gister—have recently formed such 
a co-operative league. They are 
the four papers of largest circula- 
tion in Monmouth County and are 
knownas*Monmouth’s Big Four.” 
The chief object of the “Big 
Four” is to improve the four pa- 
pers by methods which no one pa- 
per could afford, but which would 
prove profitable when undertaken 


jointly. One of the latest methods 
adopted by ‘“Monmouth’s Big 
Four” is putting a joint adver- 


tisement in the special issues of 
Printers’ INK, showing how thor- 
oughly these four papers cover 
Monmouth County. The papers 
thus get the advantage of a con- 
spicuous space at a cost to each of 
only one-fourth of the usual rate— 


a plan which should and which 
probably will prove very profit- 
able. “Monmouth’s Big Four 


is perhaps the first instance in the 
country where the leading papers 
of the biggest towns of a county 
have formed a co-operative league 
on such broad and liberal lines. 


THE Louis Hilfer Company, of 
St. Louis, which calls itself “push 
ers of grocers’ specialties,” issues 
a circular which has three points 
in its size, and is called “Three 
Points.” The three points are 
said to be: (1) We interest the 
consumer; (2) we solicit the re 
tailer; (3) we sell the jobber. It 
seems a pretty comprehensive 
programme. 


Rupo.tr Mosse, of Berlin. Prus- 
sia, who claim to be the largest 
advertising firm in Europe, and 
who are besides publishers of vari- 


ous dailies and weeklies, one of 
them the well known’ Berliner 
Tageblatt, are soon to issue a 


monthly periodical devoted to the 
interests of advertisers—a German 


“PRINTERS’ INK baby.” The 
Mosse agency has been a_ sub 
scriber to Printers’ INK for a 
number of years; and the little 


newcomer will therefore probably 


do credit to its immediate ances 
tors. 
~~ 
SYNDICATE CUTS OF PRO 
MINENT Rs EOPLE. 
PETERBORO, “Ont., April 23, 1901 


Editor of Printers’ INK: 

Some years ago we were 
with cuts of prominent people by Bach 
ellor & Johnston, box 2545, New York 
and ceased taking this service 
Now we want to renew it, but can get 
no reply to our letters, so presume they 
are out of business, or have changed 
their address. We would regard it as 
a favor if you would send them this 
letter, or if this firm is not alive, send 
it to some concern who make a specialty 
of issuing electros of prominent people 
Thanking you in advance, we are, 

Yours truly, TrmMes Printine Co. 

Per J 

A Printers’ INK reporter who 
made an attempt to find such a 
concern put in the following re- 
port: 

After visiting concerns ‘who make a 
specialty of handling cuts, I find that 
none of them make a business of se 
ing cuts of prominent people. The 
nearest I could get to such a firm was 
the American Press Association, of 45 
Park Place, who have a quantity of 
such cuts to sell but could not furnish 
them regularly, as they may be asked 
for a cut that they did not have and 
would not go to any trouble to get. I 
have been told that the Standard En 
graving Co., 61 Ann street, New York, 
and the Standard Engraving Co., Phil 
adelphia, Pa., will always supply a cut 
of prominent persons to order and at a 
1.cminal price. 


supplied 
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JOURNALS OF PETS. 


Gatveston, Tex., April 22, 1901. 


Sditor of PRINTERS’ INK: 
Can you inform me through the col- 
umns of your journal where | can find 


a list of publications reaching taxider- 
mists, bird dealers and pet lovers, to- 
gether with their circulations? An ear- 
ly reply will greatly oblige, 
Yours truly, L. A. Hornstein. 

The editor of the American 
Newspaper Directory being asked 
for information, suggested looking 
over “Live Stock” and ‘“Orni- 
thology” in his directory. This 
was done and the following names 
taken: 
Los Angeles (Cal.) Pet Stock 

rribune, monthly .......... 1,000* 
Derby (Ind.) Game _ Bird, 

RRS AR ree 2,250* 
Battle Creek (Mich.) Dog Fan- 


Seek, CN 6c sescteceens 3,000 
Battle Creek (Mich.) Game 

Fanciers’ Journal, monthly.. 1,000* 
Springfield (Ohio) Pets and 

Animals, monthly ......... 14,854 
Chicago (Ill.) Birds and Na- 

ture, monthly ...... cconss S508 
Englewood (N. J.) Bird Lore, 

bi-monthly 2,250” 
Albion (N. Y. 

ere 1,000* 





*Estimated. 

The scrap hook of the manag- 
ing editor of Printers’ INK con- 
tained the following two periodi- 
cals of pet animals: 

Palmyra (N. Y.) Cat Journal, m’thly# 
Chicago (Ill.) Cat News, monthly? 
Boston (Mass.) Our Dumb Animals, 
monthlyt 

' Circulation unknown. 
+> 


PERSIST IN THE DEMAND. 


GAINESVILLE, Ark., April 20, 1901. 
Editor of PRINTERS’ INK: 

Why. when a man sends a three-line 
ad, to be used three consecutive times, 
I say why will not the paper which the 
1d is put in send the advertiser a copy? 
I don’t care to pay for such ads when 
I don’t know whether it is in the paper 
ronot. If was using fifty papers I 
could not subscribe for a copy each of 
all of them. Publish if you wish. 

FRANK Brown. 

A small mail order advertiser 
tells PRINTERS’ INK it is his idea 
that the advertiser should get 
every copy containing his adver- 
tisement, even if doing so involves 
the expenditure on the publisher's 
part of as much as the advertise- 
ment brings. He says that he re- 
calls numerous instances where 
great trouble came to him in num- 
bers af cases where his ad brought 
not a single inquiry, and he could 
not discover whether it had ap- 





peared or not. The tendency in 
newspaper offices is to grant every 
demand of the advertiser if pos- 
sible—whether reasonable or not. 
Advertising is the life of the pa- 
per. If men like Mr. Brown will 
persist and keep it up it will not 
be long before every paper will 
make a point of sending a copy, 
to every advertiser, of every issue 
in which his announcement ap- 
pears.—[Epitor PriNnTERS’ INK. 
eats pa ; 

THE advertisement of the Page- 
Davis School of Advertising of 
Chicago, in the May magazines, 
bordered as it is by the pictures of 
faces of those who claim to have 
succeeded after taking the school’s 
course, is one of the most effective 
announcements of its class. 


A RUBBER band, stretched across 
the face of a halftone cut, will 
soon cause a chemical action, 
which creates a scar, spoiling the 
engraving. Moral: Don’t use rub- 
ber bands around halftones; use 
string; then if the paper is torn 
off any portion of the cuts, no 
scar will result. 


A WEEKLY journal published in 
Philadelphia, called American Medi- 
cine, is an infant in point of age and 
apparently a giant in strength, having 
more pages and more advertising than 
any other medical journal, and some 
people say a larger subscription list. 
Just what the secret of this apparent 
success may be, and whether it is per- 
manent or ephemeral, is exciting the 
interest of all who watch the progress 
of medical journalism. 





3ULLETINS of educational insti- 
tutions are good advertisements 
for the college or university send- 
ing them out, as they put the pro- 
spective student, or others inter- 
ested, in possession of all the facts 
necessary to a complete under- 
standing of the ground covered 
and the price asked for tuition. 
The one sent out by the Syracuse 
University is a good example. It 
contains a detailed list of each 
course, states the requirements for 
admission, cost of tuition and 
probable expenses, and gives in 
addition a list of the names of the 
trustees, officers, committees, in- 
structors and alumni association. 
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SIXTH SUGAR BOWL. 


A onemenios submits the 
name of the Keystone, a monthly 
journal devoted to the interests of 
the jewelry and optical trade, pub- 
lished at Philadelphia, as a worthy 
competitor entitled to considera- 
tion in the prize contest for the 
sixth sugar bowl. Savs he: 

The Keystone is the best and 
most representative paper for the 
jewelry and optical trades in the 
world, and I consider it a formid- 
able competitor for the trophy. 

Talking with a prosperous re- 
tail jeweler and optician who sub- 
scribes to all the leading trade pa- 
pers of his business, I made the 
inquiry from which paper he de- 
rived the most practical informa- 
tion during the many years he had 


read the trade journals. He 
promptly named the Aceystone. 
The same answer was given by a 


number of other retail jewelers to 
whom the same question was put. 
Knowing these men as fair repre- 
sentatives of their class and fair 
judges in practical business mat- 


ters, I think it is safe to presume 
that the same observation would 
probably be made from a large 


percentage of the retail jewelers 
of the country who are familiar 
with the best papers of their trade. 

First, permit me to state what 
benefits the American retail jew- 
eler derives from reading a maga- 
zine like the Keystone. Also bear 
in mind that all this he gets for 


the low price of a single dollar 
per year. 
he Keystone contains every 


month a series of competent ar- 
ticles which directly apply to the 
practical side of every jewelry 
store and jewelry workshop. The 
use of these practical teachings 
will improve the conditions of ev- 
ery retailer who takes the pains to 
study the points presented. There 
are the practical articles on gold- 


working, cleaning and_ repairing 
watches and jewelry; articles on 
electro- metallurgy; articles and 


pertinent instruction on horology, 


engraving, storekeeping, buying 
and selling, advertising, and a 
weekly department where advice 


is given to subscribers on prob- 
lems which daily may arise in the 
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business of any jeweler. These 
articles represent the daily prog- 
ress of the trade as gathered from 
the best sources obtainable, and no 
matter how competent a jeweler 
may be, he can always find some 
new and useful suggestions di- 
rectly applicable to the betterment 
of his own business. 

For opticians the Keystone is of 
incomparable assistance. The 
Keystone’s optical department is 
of the highest order. It is thor- 
oughly modern, thoroughly com- 
petent, always progressive and 
posted on every discovery or new 
invention useful to the profession. 
A department for correspondents 
gives assistance and advice in 
the scientific and complex prob- 
lems of optics. Aside from these 
purely technical otis, the Key- 
stone contains articles of a gener- 
al character, entertaining to every 
progressive jeweler and optician. 

The Keystone guards with jeal- 
ous care the interests of these two 
branches against undue and unjust 
encroachments of a stupid or nar- 
row attempt in legislation. The 
Keystone’s influence in this direc- 
tion cannot be over-estimated by 
any member of the retail trade 
whose eyes are open. 

To the wholesaler of jewelry 
and optical goods, the Keystone 
is the most representative trade 
paper. Its monthly reports of the 
condition of the trade in this coun- 
try and abroad give the merchant 
a correct and dependable view of 
the market and the requirements 
of the season to come. Reports 
are printed from all the trade cen- 
ters of the country, and the sys- 
tem of gathering the news and 
facts seems a splendid one. 

The Keystone carries the flower 
of wholesale advertisers of this 
country, and the character and 
make-up of their advertisements 
are of the very highest order. Its 
advertising pages suggest at once 
reliability and prosperity. The 
publication carries the largest 
amount of classified ads ef any 
iewelry trade paper in the coun- 
try, another symptom indicative of 
its value as a trade paper. Its 
general technical make-up is rep- 
resentative of the highest art in 
printingdom — finest paper, fine 
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pictures, excellent large type and 
good make-up. 

Its circulation exceeds that of 
any other paper in its field. 


MAKES HIM “ FEEL BAD.” 


I knock on the creature who 
uses his likeness to advertise his 
wares. While formerly he was 
rare, he now is numerous. Imi- 
tation is easy, and for this reason 
the custom grows. At one time 
confined to quack doctors, who are 
nurtured on notoriety and pros- 
pered by publicity, it has spread 
among all classes of tradesmen. 

I knock on the whole blooming 
tribe, from the cheap shoe man to 
the gum seller, from furniture 
dealer to jeweler. Where former- 
ly their faces affronted the eye 
only from the newspapers, they 
now desecrate the pages of maga- 
zines, and from signboards mar 
the landscape and insult all na- 
ture. For the most part. the faces 
are in themselves breaches of the 
peace, and their appearance in ac- 
tual life would be deemed suffi- 
cient provocation to slap them. 

This morbid desire for publicity 
is simply a disease, and, like oth- 
ers, has various degrees of malig- 
nancy. In the primary stage it 
might possibly be cured by the 
vigorous application of a _ club. 
However, when it runs into the 
tertiary stage, and reaches the 
point where a manexploits a whole 
procession of his face, hope dis- 
appears and death alone can give 
relief to an afflicted public 

There is still a lower depth of 
infamy. I refer to those who util- 
ize a combination of name and 
face for advertising purposes. I 
mean those who, bearing names 
of animals, such as wolf, fox and 
bear, first picture the bodies of 
such animals and then surmount 
them with their own heads and 
faces. This is the sublimation of 
all commonness and the climax of 
indecency. The custom should be 
abolished.—Hyram P. Dillon, in 
the Kansas Knocker 

pan see 

NO OBSCURITY TOLERATED. 

An advertisement should be plain. It 
can’t be too plain. Better tell people a 
thing that they know than.to make the 
meaning even slightly obscure.—Cur 
vent Advertising. 





THE ADVERTISING MAN. 


He must be familiar with the 
history of the business, its prog- 
ress and development. While he 
may not require to know the ex- 
act amount of money made, yet 
he must know which departments 
are weak and which are strong. 
The strength of the best depart- 
ments must be maintained and in- 
creased, and the weaker ones 
built up. He should know what 
the goods cost, where made, how 
bought, etc.,- and receive the 
hearty co-operation of the buyers, 
to obtain the necessary informa- 
tion to write up his appeal so as 
to secure a hearty response from 
the buying public. He must give 
an individuality to the store adver- 
tising, and see that every adver- 
tisement is backed up honestly, 
every promise fulfilled, and that 
the information he gives the pub- 
lic is absolutely true. He must 
keep on file a complete record of 
all advertising, and should keep 
in constant touch with every de- 
partment’s sales, with a view to 
continual comparison with previ- 
ous records. He must know what 
other stores are advertising, and 
see that his prices do not run 
higher than competing figures. All 
window dressing, wagon cards, 
display cards and interior decora- 
tions should come under his su- 
pervision. He must decide the 
amount of newspaper space for 
each department; and though 
heads of departments may take is- 
sue with his decisions, yet, as head 
of the advertising, he does what 
he thinks is best, usually giving 
space according to the money mak- 
ing abilities of the departments.— 
How Department Stores Are Car- 
ried On. 

ae ili eta 
DISTRIBUTION ADVICE. 

I advise those who are, or contem- 
plate to cover country routes direct 
through the local distributor, to use 
great judgment and carefully go over 
every route submitted, make your own 
estimates of the number of pieces re- 
quired, and demand that the distributor 
write and mail you a postal card from 
each town you have contracted with 
them to cover, which will be positive 
proof that they have visited these towns 
Also have some local person in each 
town sign card testifying that they saw 
the distributor putting out the matter — 
Up-to-Date Distributor, 
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FOLLOW UP SYSTEMS. 





During the past few weeks the 
writer has had occasion to note 
the sort of follow up systems used 
by several manufacturers of med- 
icines and proprietary articles. 

Shortly after an inquiry is re- 
ceived and a reply sent, in the 
shape of a sample or of advertis- 
ing matter, more advertising mat- 
ter comes. After a few weeks, 
still more comes, and as the dis- 
tance from the original inquiry 
increases, the matter sent becomes 
more voluminous. 

Now, when a man who has an- 
swered your coe gig ment has re- 
ceived his sample, or his book, or 
whatever you see Te to send 
him, it is perfectly true that he 
needs following up; but when you 
get after him every few weeks 
with packages containing six or 
eight pieces of bulky advertising 
matter, he begins to look upon 
you as one of the worst nuisances 
in the country and to experience 
a feeling of keen regret that he 
ever allowed you to get hold of 
his name. 

That is the worst possible feel- 
ing a prospective customer could 
have. It effectually removes any 
good impression previously made. 

In one instance no less than fif- 
teen inclosures were sent by a 
rather well-known house in one 
envelope as a link in their follow 
up chain. 

Of course, nobody who had any 
serious purpose in life could be 
expected to wade through so much 
matter. 

The proper kind of a follow up 
system is that which goes about 
the business so gently and cour- 
teously that the recipient hardly 
feels that he is being chased at all. 

A short, neat letter on good pa- 
per, a striking mail card, or a 
folder dainty and artistic enough 
to please the man who gets hold of 
it, is all that is needed, and more 
will defeat your purpose. 

The matter used in the follow 
up system should be straightfor- 
ward, frank arguments in favor of 
your goods or your proposition. 

You should make yourself clear 
and try to impress upon people 
the advisability of getting into 


closer touch with you without 
seeming to canvass them too hard. 

Some of the appeals for business 
in follow up matter are almost 
frantic. They take you by the col- 
lar, shove you back into a corner 
and shake a fist under your nose. 
They argue and plead and beg and 
insist and beseech. 

People do not like to be nagged 
in this way. 

You have a perfect right to place 
your business arguments before 
the public. You have a perfect 
right to follow up the man who 
has shown sufficient interest in 
you to write to you, but there is 
a proper way to do this. 

You should be just as courteous 
and patient and careful in your 
follow up system as you are in 
your store or office. 

When you are talking with a 
man whose business you are trying 
to get, the more he holds off the 
more cautious you become, the 
more polite and the more crafty. 
You don’t allow your face to get 
red or your voice to grow louder. 
You realize that you have before 
you a person who must be han- 
dled with gloves, and that if you 
get an order out of him it is going 
to be something to be proud of. 

Your follow up system matter 
should be written in the same way 
and conceived in the same spirit.— 
Current Advertising. 

- diteiiacsconial 
THE ONE WANTED. 

A general ad is better than none, but 
it is the one thing, straight-to-the-point 
ad, changed daily—not weekly—that 
will win in the long run, and in the 
short run, too.—Current Advertising. 
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PARISIAN ADVERTISING NOVELTY. EVI- 
DENTLY ADAPTED FROM THE FERRIS 
WHEEL, 
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ADVE RTISING V ANDALISM. 


“May I ask wheat line of busi- 
ness you were engaged in at that 
time?” said one of a group, ad- 
dressing a dapper little gentleman 
who had just narrated a rather re- 
markable story of adventure. 

“My occupation was never offi- 
cially classified,’ replied the little 
man, smilingly, “but I suppose I 
might have been termed a profes- 
sional vandal—an expert defacer of 
public and private property. In 
front of a public library, which 
was the pride of the city, was a 
statue of Shakespeare, seated in a 
chair with his legs crossed. He 
was supposed to be in an attitude 
of reflection, but he was also in the 
attitude of a man trying on a new 
pair of shoes. ‘What will you 
give me,’ I asked the enterprising 
merchant, ‘if I put one of your 
shoes on Shakespeare’s raised foot, 
another in his hand and a banner 
on his shoulder proclaiming the 
merits of the goods?’ ‘I'll give 
you $100,’ he whispered, ‘but no 
guarantee against lynching.’ I 
took the contract, andnext morning 
the whole city was aghast at what 
the newspapers called ‘a fiendish 
desecration of a noble work of art.’ 
Of course, the merchant promptly 
denied all knowledge of the affair, 
and the exploit was generally at- 
tributed to larking college  stu- 
dents; but enormous crowds gath- 
ered around the statue, the papers 
discussed the ‘outrage’ by the col- 
umn, and, incidentally, the new 
three-dollar shoe received an ad- 
vertisement of incalculable value. 
The merchant was decent enough 
to send me another hundred on the 
sly, and that incident started me 
in business. 

“My scheme, in a few words,” 
continued the dapper man, “‘was 
to put up advertisements in 
strange, unexpected and forbidden 
places, and the row that invariably 
ensued gave my patrons a species 
of publicity that was absolutely 
unique. They could always stand 
from under by simply denying con- 
nection with the affair, and it was 
then certain to be set down to un- 
known practical jokers. In such 
a business it was. of course, im- 
possible to lay down any fixed 
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rules; the work in each case de 
pended upon circumstances. 

“You may remember, for exam- 
ple, the terrific uproar that was oc- 
casioned by the mysterious ap- 
pearance of a baking powder ad on 
the marble-floored rotunda of th: 
State House in one of the North 
Atlantic capitals. The facts, as 
afterward developed by the senzte 
investigating committee, were 
very strange and puzzling. ‘Th 
rotunda had been freshly scrubbed, 
it seemed, by an old Irishman, who 
had done a particularly neat and 
thorough job, and dozens of peo- 
ple who passed through it during 
the next two days testified that 
the marble was absolutely stain- 
less. On the third morning, how- 
ever. curious dark spots began to 
appear and soon resolved them- 
selves into letters. They grew 
blacker and blacker, and by noon 
the baking powder ad loomed out 
in all its glory, twenty-five feet 
long and nine feet wide. To cap 
the climax, it was found that the 
discoloration extended into the 
marble fully an eighth of an inch, 
and later on cost the State nearly 
$2,000 to have it removed by a 
sand blast. The matter has since 
been arranged with the authorities, 
so I don’t mind telling you that 
while the innocent old Irishman 
was scrubbing the hall he quietly 
traced the letters in a colorless 
solution of nitrate of silver. That 
chemical, as you probably know, 
becomes black after being exposed 
to the light for a certain length of 
time. The identity of the honest 
scrubber I leave you to imagine. 

“Another coup that attracted 
wide attention at the time was the 
inexplicable presence of a ninety- 
foot streamer flying from the pin- 
nacle of one of the tallest church 
spires in the United States and 
bearing the name of a well-known 
patent ‘medicine. It was discov- 
ered one bitter cold morning in 
January and created profound 
amazement, for the temperature 
stood at five degrees below zero 
that day, and it was manifestly 
impossible for anv human being 
to have scaled the sleet-coated 
spire. The pinnacle was exactly 
186 feet above the pavement, and 
the newspaners advanced all sorts 
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of weird theories, including the 
use of kites and airships, to ex- 
plain how the streamer was at- 
tached. The congregation was furi- 
ous, but it was impossible to get 
the thing down until the following 
spring, and it remained a standing 
ad for nearly one hundred days. 
The explanation of this singular 
occurrence was absurdly simple. 
You see, everybody had forgotten 
about an humble steeple-jack who 
had ascended the spire, away back 
in the preceding April, to regild 
the metal work at the tip. This 
steeple-jack carried with him, un- 
der his blouse, a _ tightly rolled 
streamer and a small wooden box. 
He attached both to the side of the 
pinnacle and fastened down the 
streamer with a bit of wire which 
passed through a hole in the box. 
Inside the latter was some simple 
mechanism, operated on the ther- 
mostat principle, and so adjusted 
that when the mercury in a small 
thermometer fell to five degrees 
below zero it formed an electric 
connection and released the wire. 
After these things were quietly ar- 
ranged, the steeple-jack regilded 
the top, came down, got his pay 
and disappeared. The rolled 
streamer and box were entirely too 
small to be observed at that height, 
and, moreover, they were partly 
hidden by some ornate scroll-work. 
There they remained, unseen and 
unsuspected, until that bitter night 
in January, when the thermometer, 
for the first time in the year, fell 
low enough to make the connection 
and release the fastening. A gale 
was tearing through the upper air 
and the streamer instantly whirled 
out to its full length, exactly as the 
tightly wadded colors ‘break’ from 
a masthead in a yacht race. They 
discovered the trick when they re- 
moved the bunting, but in the 
meanwhile it was one of the big- 
gest mysteries of the day. 

“These little affairs will give you 
a general idea of the business. It 
had its fascinating side, I assure 
you, and when I retired, a couple 
of years ago, I felt quite lost. Since 
then the field has been unoccupied.” 

The dapper stranger lit a fresh 
cigar and for a _ while silence 
reigned. Then a man fre n Chat- 
tanooga spoke up. 


wm 
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“l beg pardon,” he said, “but it 
strikes ie as very—er—singular 
that | never heard of any of those 
exploits before.” 

“Possibly you have forgotten 
them,” replied the dapper gentle- 
man, pleasantly. “But that was 
the trouble about the work; it 
lacked permanency—there was 
1othing enduring in it; I wrote, 
so to speak, upon water. Wher- 
ever I went I left behind me a 
trail of people with sandpaper and 
scrubbing brushes busily engaged 
in erasing my finest achievements. 
There was no hope of coming back 
in after years with my grandchil- 
dren and pointing out the land- 
scapes and public edifices I had 
defaced. It was very discourag- 
ing,” added the dapper gentleman, 
getting up, with a sigh, “and to 
tell the truth that was the real rea- 
son why I retired. Well, I will 
bid you good night.” 

‘That seems to be quite a re- 
markable man,” said one of the 
group, as the stranger disappeared 
in the direction of the elevator car. 

“Um-m-m!” grunted the gen- 
tleman from Chattanooga, “he is 
certainly quite a remarkable liar.” 
—New Orleans Times-Democrat. 


Every year it pena harder to fool 
the buying pul 
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A GOOD QUESTION, 
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GOOD LOGIC. 


One of the strangest things in ad- 
vertising or in printing is that a man 
will start out with the intention of hav 
ing the best thing he can get. He will 
find, let us say, that it is going to cost 
$105, but that by skimping it a little 
bit he can get it for $100. Taking that 
$5 off the price and out of the quality 
is just like taking the edge off a knife. 
You can cut some things with a dull 
knife, but there are some things you 
can’t cut with it, and you can't cut 
anything as quickly, smoothlv, cleanly 
and thoroughly as you can with a sharp 
knife. Advertising ought to have a 
razor edge, even if it does cost a little 


bit for grinding. It ought to be keen 
enough to enter the brain of greatest 
resistance. 

It is the last few dollars that are 


spent on advertising that give it value. 
It is the last pound of power that lifts 
a weight. If it takes a strain of 1,000 
pounds to break a weight, 999 pounds 
won't do any good. You can spend 999 
pounds on it, and leave off just where 
you started. If you want to break that 
chain vou will have to spend those 999 
pounds over again and add the other 
pound to it after all 


It would have been better to 


used 1,002 pounds at the start. It is 
better to spend $105 for a thoroughly 
effective booklet than to spend $100 
for one that is inefficient.—Shoe and 
Leather Facts. 
>> 

EACH SUPPORTS THE OTHER. 

Writing copy is not advertising, nor 
is buying space nor any one of the 
many details, which, all taken together, 


make advertising. —Our Wedge. 
CLASS PAPERS. 
ADVERTISING. 


i RS’ INK is a magazine devoted to the 

reneral subject of advertising. Its standing 
and i aituence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority.— 
Chicago (Ill.) News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 

open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates, classified 25 cents a line 
each oa, display 50 cents a line. \4-page $25, 

page $50, whole page $100 each time. Address 


PRIN ERs’ INK, 10 Spruce St.,New York. 


BAKERS. 


200 BAKERS every month read BAKERS’ 
2,5 R BviEW If you have anything to 
sell that se, the € proposition is self-evident. 
Page nowkn 4 ‘half page $16 per issue 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year $2¢6aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance. 


ALABAMA. 


Te EAGLE, semi-monthly ¢ poges send fo 
rates. A. R. DAVISON, pub., Kempsville, 
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YRACTICAL WEATHER. Published once a 
month. Publishes Dunne’s famous Forecasts 
of the Weather, the mest accurate and reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific a as those of our 
National Weather Bureau’s, It also publishes 
interesting articles on the philosophy of the 
weather. 

PRACTICAL WEATHER ¢ ae boa every State, 
also Canada and Mexico and o WwW possessions. 
it also goes to India, Australia, and gy all the 
countries in Europe. It has some of the best in- 
telligence of the world among its subscribers, 
representing almost every profession, trade and 
calling. It is truly cosmopolitan and an Al 
advertising medium for this and foreign coun- 
tries. Rates for advertising furn:shed on er 
cation. Address PRACTICAL W t.ATHER PU 
LISHING CO., Montgomery, Ala 


ILLINOIS. 


TH Jé a ae OF THE SCIENCE OF OSTEO- 

PATHY. DR. J. M. LITTLEJOHN, President 
Am. College of Osteopathic Medicine and Sur- 
gery, editor. 1 Warren Ave., Chicago, Ill. 


\ ARVEL0OUS—The substantial growth of East 
4 St. Louis, Il., is a marvel. ‘“ With no 
Boom ” it has increased one hundred per cent in 
a decade. Manufacturing interests have found 
in her contiguous coal fields and numerous rail 
road lines, the desired requisites for an ideal lo- 
cation. Her municipal institutions have _— 
pace with her commercial progress. He 
churches, schools and public buildings evince 
the spirit of material progress, while her excel- 
lent library, containing many thousand vol- 
umes, attests the ethical progress she has made. 
Advertisers cannot afford to ignore this growin, 
prea ar and can find no better medium 

dress »st citizens of East St. Louis than the 
JU VENILE MONTHLY. It reaches the 

sive and oo citizens. It is the women’s 
favorite. gressive. For rates address, 
ADOLPH Be Subse East St. Louis, Lilinois. 
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INDIANA. 


T=. FREEMAN is read by over 80,000 ne; 

each week. Its circulation is national and 
is an excellent mai! order medium. It is supreme 
in this fie Id. GEO. L. KNOX, Pub., Indianapolis, 


KENTUCKY. 
‘HERE CORD, Greenville, Ky. Best country 
adve rtising pr: oposition in State. 





‘oes 














pue Prince eos ey ) CHRONICLE circulates 1,800 
copies eens co belt. 








M\HE DEMOCR . has the largest 
circulation in Norte = Kentucky. 


W EEKLY ave 


in section. 





re, 1,908 ¢ copies. Largest cire’n n 
THE DEMOC RAT, Greenup, Ky. 


")\HE DF MOCRAT, Gre eenup, Ky., prints all the 
news. That's why others find it profitable. 
Will be so to you. 


MAINE. 


for Rockland, Me., the DAILY STaR. Only daily 
1t injKnox County. Lowest rates, quickest re- 
sults. 

















TF you. want to r reach Laster rm Maine - your. ad 

must be in the Rockland COURIER-GAZETT: 
See our New York agent, 8. 8S. VREELAND, 150 
Nassau St., who will tell you our story honestly 
and make Y ou lowest rates. 


MASSACHUSETTS, 


TT Lowell, Mass., TELEGRAM is the only 
Sunday paper ublished in Middlesex Coun- 
ty. It is delivered direct to the homes in Lowell 
and allthe surrounding towns on a day when 
people have time to read. It has more readers 
than any three other Lowell papers combined. It 
carries more home advertising than any two 
other a Vang because it pays advertisers 
Write for sample copy ; it will speak for it 
New York office, 
land, representative). 
Bldg. (John 








150 Nassau St. (8. 8. Vree- 
Boston office, 12 Globe 
l. Ackers, representative). Home 


Ala. | Office, 28 Merrimack St., Lowell, Mass, 





MICHIGAN. 


PHE ECHO, Harrisville, covers Northeastern 
Michigan. 


MISSISSIPPI. 


Moe OMB CITY, pop. 5,000. Railroad town .cot- 
n factory, cotton and corn raised. THE 
E NTERP RISE, leading co. paper. Sworn cire’n 
over 1,000 ; 8 to 10 pages, 18x24. Send for rates. 
T= South is booming as never before in its 
history. Why not ride in on the crest of 
the waves! You can’t enter Mississippi terri 
tory successfully (the most prosperous section) 
without an ad ‘in THE HERALD, Water Valley, 
Miss. All home print, largest circulation and 
stands first in the confidence of the people. 


NORTH CAROLINA. 


TEW YORK advertisers who want to reach 
4 North Ee ee should use the 
Charlotte (N.C.) NEWS (daily) and the TIMES- 
DEMOCRAT (se Bee Ey They lead all papers 
of their class in the State. 


PENNSYLVANIA, 


I F Fis want to reach the rich suburbs of Phila- 

elphia, bg in THE NORTHEAST PHILA- 
DELPHIAN. N. ROE BRADNER, Publisher, 
Station F, Philadeiphia, Pa. 


be .ISH people in this country are thrifty ; ; 

hey occupy important positions in trade 
and manufacture; they are se ages idle ; there- 
fore they prosper and are able to buy. They 
read the ST. GEORGE JOURNAL, the official organ 
of the Order Rous of St. George, English Ameri- 
cans and the Anglo-Saxon race. Circulates 
—. best class of English people in this coun- 
try. Rates 25c. per inch. Issued every Saturday. 
F. DODD, Publisher, 31 N. 9th St., 


WISCONSIN. 


I ODGE COUNTY FARMER, Beaver Dam, Wis. 
Stock raising and farming. Cire’n 1900, 1,416. 


CANADA. 


( YANADIAN ADVERTISING is best done by THE 
E. DESBARATS ADVERTISING AGENCY, 
Montreal. 























Philadelphia. 

















Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 

~ REACH PROSPEROUS SOUTHERN PEOPLE 
By placing your ad in THE ILLUSTRATE 
AND AGE, Nashville, Tenn. Ciscubetion 25,000: 
rate 15 cents per line. 


AUTHORS 








Manuscripts suitable for issu- 
ing in volume form required 
by established house. Liberal 
terms. Prompt, straightfor- 


SEEKING A 
ward treatment. Address 
PU BLISH ER. Be JOKS, 141 Herald 23d St. 


The American Banner | 
Bay Minette, Ala. 

A vigorous and progressive journal. Established 

in 1893. Has a good circulation among an intelli- 

gent and well-to-do people and isa good advertis- 

ng medium. Send for rates and give us a trial. 


Creat Britain 


Cordon & Gotch wn 


and most experienced firms of Advertisers’ 
igonts, invite inquiries from houses 

open up in — Britain. 
St. Bride St., London, Fngland. 


The Fret (Minn.) Record 


isa country weekly that is held in high esteem by 
its readers, who are a thrifty and prosperous 
class of people. It is a good advertising medium 





one of the 





to reach the country population who are settled 
in thie part of the United Stater noted for its 
famous wheat fields, | 
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OD THE 
AND ITY. 


By The Rt. Rev. HENRY C. POTTER, 
Bishop of New York, Cloth, 25 cents. 


May be ordered through any bookseller or will 
be = - Fo any for the price by the Abbey 
Press, Publishers, of 114 Fifth Avenue, New York, 
ae By Montreal and elsewhere, who always 
issue interesting works. 








Poultry and Belgian Hare 
Standard, a -d monthly 
at Kansas City, } Is 

two years old, June , 1901. 

Jan. 1, 1900, 1,500 circulation. 
Jan. 1, v ,500 circulation. 
Duri 4,523 people 
cubated and paid for it. 

We affidavit <. 

Caters specially to amateurs. 
Practical, instructive, illustrated. 
Rates per inch: 1 month, $1.50; 
6 months, $6.75 : 12 months, $12. 
Write for sample copy, free. 
Hall Bldg., Kansas City, Mo. 


THE BEACON: 


MELROSE, MINN. 


An 8-page weekly, circulating principally 
in Stearns County, the largest county in 
Minnesota. After June 1st the Beacon 
will be all-home print. No advertising 
accepted unless contracts are made in this 
office. Advertising solicited, but no space 
given away. 

hm 











Thirty cearent Magazines. 
; Each edited by 
= the pastor of 
# livechurch, filled 
with local church 
H news, and read 
with a warm per- 
sonal interest by 
his own people. 
All printed in the 
same printing of- 
fice and carry the 
same advertise- 
ments. Combined 
circulation 
35,000 Copies 
Monthly. 
200 S. 10TH 8rT., 
PHILA. 


ee ee 


t $2,000,000 


will be spent in public 
improvements in Troy this 
summer. ‘The thousands 
of men who will be em- 
ployed on this work read 
the official paper of the 
city administration. This 
paper is 

THE SUNDAY NEWS, 


Troy, N. Y. 
ERZEELELELETELEE 
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p p p |FORTUNES FOR PEOPLE. 
RO ER C0 Y If you wish to start in business, trade or p: 


fession along the lines of the Great Northern Ry. 9 


which runs through the States of Minnesota, Mon- 
for booklets, newspapers Of | States of Kansas, Colorado, Nebraska, Utah, or 
sin, Minnesota, lowa, Michigan, Nebraska, Kan 
charges are moderate. We plan, | 
LK, editor “American Adviser,” 87 Shashinee 
that sells goods.” | FOR ADVERTISERS. 
5 & 7 East 42dSt., New York City. 


“When you want proper Copy | tana, Washington and British Columbia, or along 
the line of the Union Pacific. running through the 
- x along the line of the Chicago & Northwestern, 
Magazines, write us. Our} running through the States of Illinois, Wiscon- 
sas and Wyoming, address for full er 
Ry 8 aver ting the ope ning and populz ution to LOU 
write, design, illustrate and | ho th” Cates hak oe koh you all 
. information free of charge. 
place the kind of advertising| 
SLAWSON & GRAHAM || THE LEONARD SECTIONAL 
, | y 
TRANSIT BUILDING, | 
AAAAA AAA 








Added 





asa 


Send roc. for sample copy of 3 


. 
4 
anc an ange 


a profusely illustrated monthly 
magazine, descriptive of the 
scenes, wonderful resources 
and opportunities of the great 
West. Better send $1 for a 
year’s subscription and receive 





| Electrotype Cabinet. 


the premium of a beautiful 
ee =* > ener ay Ten drawers in each section. Buy one or 
embossed booklet of ROcKY as many as you need. Add to it any time 
MouNtTAIN WILD FLOWERS, }|| Card index with each purchase 
wt Price only 25.00 per Section. 
sent prepaid. ei Kach drawer 13x21. : 
end for full descriptive circular. 
618-620 Charles Block 
Denver, Col ' THE LEONARD MNFG. Co., 
. : | 4 Ottawa St,, Grand Rapids, Mich. 


FOR SALE. 

8-Column 4-Page EckKerson Perfecting Press. 

Prints direct from type, both sides of sheet at same time, and feeds itself from roll. Also 
counts and folds. The press is as good as new, and cost us $5,000. 

WILL SELL FOR LESS THAN HALF OF COST. 

Our reason for selling, is because we are compelled to get an 8-page press. The press is 
being run by a 3-horse power motor, and can be run with even less power if necessary. 

The press can be seen running at any time by calling at the 


DAILY NEWS OFFICE, Pottstown, Pa. 











AAAAA BAAAAAAAAAALALLAS 
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KEEP AN EYE fE ON WALL STREET. 


The Wall Street Journal 


for 19 years a specialist in its field, reaches daily a select list of readers, It helps 
people to invest their money safely. It reaches people who have money to spend 
and who buy high-grade and high- priced goods. 

It will pay you to advertise the finest goods in the foremost financial daily, the 


trusted adviser of rich men and women. 


DOW, JONES & CO., Publishers, 
42-44 Broad Street, New York City. 
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The Northwest Is A Great Country. SHOW CARDS 


WE WANT YOU TO KNOW that we make 








the best high-grade, up-to-date show cards in 


the world. To con¥ince you of this fact we 
T e ort wes offer for the next 30 days | 





| 
MAGAZINE COVERS IT. ! 


Here is our territory : | 
Iowa, Wisconsin, Minnesota, the 
Dakotas, Montana, Idaho, Washington, 
Oregon, Wyoming, British Columbia, 
Manitoba, Ontario and Oklahoma. 


In this territory The Northwest 
Magazine has 31,000 paid sub-| | 
scribers. 


Communicate with any reliable agency : 
for rates, or write 





a SS 
THE NORTHWest 


ILLUSTRATED MONTHLY 


Guten aes 








Two cards this style, 4x0 ins. (hundreds of | 

subject: to select from), worded to suit your 
= business, 

and 100 cards No. 338, 3 in., 

oval, handsome heavily em- 


MACAZING _] 
bossed gold rococo edge, 


ST. PAUL, MINN. 
any color or combination 


CANADIAN GENERAL OFFICES, | No. 338. of colors, all for 5.00, 
McIntire Block, Winnipeg, Manitoba. We originate novel ideas in Show Cards. 
CuicaGo, 638 Fine Arts Building. N Nationai Crakow & Co., 338 Broadway, N.Y. 
> “Our business is creating business for others.”’ 
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“The Evening Journal is the best paper in the city.” 
Statement of Fersey City advertisers. 


Oke Gvening Sournal 


JERSEY CITY, N. J. 


Had in 1900 an average circulation of 15,106, since considerably in- 
creased, among the best purchasing public in Jersey City. Local and 
New York City advertisers attest the value of the JouRNAL as an ad- 
vertising medium by a large and liberal use of its advertising columns, 


SOVVVSSSSSVVsVVVsssesesss 
ePeTTSCVCVCVVSsSsSsesssssssssesese 








The Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. It does not 
acquire a large circulation through street sales. 
Thousands of its subscribers do not take any 
other newspapers. Do you realize their pur- 
chasing power? Do you want their patronage? 
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e 

‘The A weekly paper published in 
the intcrests of the merchants e 
3 ° of Northwest Philadelphia and ; 
$ O um la suburbs. ; 
: ° e 
Advertiser] mss" | 
» 35 cents per inch. $ 
: ve iser Circulation, 12,500. $ 
* 
$ 1626 COLUMBIA AVENUE, PHILADELPHIA, PA. 3 

VILIGIRIDIODOLIDIODOLOLIIOOLDOIOIIDIDIIGDG 
aaa Piece: setae ata ailments “ 





Sworn Average Circulation for March, 1901. 


St. Paul Daily Globe 


18,803 


Tue GLope invites any one and every one interested to, at any 
time, make a full scrutiny of its circulation lists and records and 
to visit its press and mailing departments to check and keep tab 
on the number of papers printed and disposition made of same, 


WILLIAMS & LAWRENCE, 87 Washington Street, Chicago, Western Representatives. 
CHARLES H. EDDY, 10 Spruce Street, New York, Eastern Representative. 























—EVERY SATURDA¥— 


nt 
ce LIFES 


BR Bary Trap Shooting 
o> General Sports 
For 18 Years the AcKnowledged Authority 
vertising Rate, iscentsa line 


Sporting Lite Publishing Co. Philadeiphia, Pa. 




















Youngstown,Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 
10,000 10,000 9,600 


LEADING DAILY I IN NORTHE ASTERN OHIO, 


dun ieee Address 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. SPECIAL NEWSPAPER REPRESENTATIVES. 
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Abventisass, DO YOU WANT TO SELL YOUR GOODS? 


Then advertise them before the MERCHANTS AND MANUFACTURERS OF 
THE SOUTHERN STATES. 


THIS SECTION IS RAPIDLY APPROACHING THE FRONT RANK. 


You can reach them all by ADVERTISING in the 


Merchant and Manufacturer 


| Published at NASHVILLE, TENN. Write for rates. 








The greatest advertising success of the year 1901 is 
MEDICURA, the soap aan ures. This advertising 
was planned and placed _ 


Phillips @ Co., 


advertisers and publishers of THE Apvisor, 
33 Broadway, - - - - New York. 




















The Largest (%::) Agricultural Manu- 
facturing City in the World.... 


SPRINGFIELD, OHIO, 


Supports but one complete Daily Newspaper, THE 


Press=R epublic 


Advertisers in THE PRESS-REPUBLIC are 
guaranteed an average paid circulation 
exceeding 8000 daily. 


THE PRESS-REPUBLIC is the only Springfield Oaily receiving 
Leased Wire Associated Press Reports. Using Complete Battery of 
Mergenthalers. Regularly Printing Eight Pages or more. Guaranteeing 
its sworn circulation under bond statements. 
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Tbe 


Christian Hdyocate 


‘* Official Newspaper of the Methodist Episcopal Church.”’ 


Estas LISHED 1826. 


CIRCULATION STATETMENT F FOR 1900. 








| WEEKL Y ISSUE. 





| MontTH. December 31, 1900, 


Total aggregate copies 
printed in 1900, 


| 45,000 | 45,000 43,000 | soevcces 
42,700 | 42,700 | 42,700 |...... 2, | 99, 800. 
7 42,700 42,700 2:70 | 42,700 | 
D0 


1st. 2nd. ord. 4th. 5th. 








43,200 | 43,200 | 43,2 | Botiamean 

43,000 | 43,000 | 43, M00 43,000 : 

41,300 | 41,300 | 41,300 |........ Average Weekly circus 
41,300 | 41,300 | 41,500 |........ lation, 


41,000 | 41,000 | 413000 41,000 | 


41,200 | 41,200 | 41,200 |........ 

| 42,000 | 42,000 | 42,000 * Py 
42,300 | 42,300 | 42,300 | "2.000 | 
44,000 | 44,000 | 44,000 |........ 
| | 





"METHODIST BOOK CONCERN, Publishers, 
150 Fifth Avenue, cor. 20th Street, New York. 














HOW TO REACH THE BEST 





mail purchasing people in the United States and Canada. 


North American Weekly, 


(Established 1886. New York City. 


Guaranteed circulation, 


127,845. 


No free or exchange copies included in this statement, 


30 CENTS 


per line on t. f. orders, stop when you wish. 


Don’t you want to give us a trial? 


L. NATIONAL CRAKOW & CO., 


Advertising Managers, 
338 BROADWAY, NEW YORK, N. Y. 


‘*Our Business is Creating Business for Others.”’ 
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To General Advertisers. 


In making up your advertising list for the season’s 
business, you are earnestly requested to inquire of the local 
merchants, and learn the true worth of the Columbus, Ohio, 
DAILY CITIZEN. 

We believe you will find the same second to none as an 
advertising medium in Central Ohio. 

The C1TIZEN is liberally patronized by all the large ad- 
vertisers in the city of Columbus—is published daily, except 
Sunday, and has a guaranteed circulation of over 20,000 
copies daily. 

It will be to your interest to investigate the standing of 


The Columbus Citizen 


before deciding on the paper you will use in that city. 
E. T. PERRY, 
MANAGER EASTERN OFFICE, 103 TRIBUNE BUILDING, 
NEW YORK. 














iF YOUR GOODS are used by carriage and wagon 
makers, advertise in The Carriage Builder. Each 
issue is brimful of practical articles of especial! 
interest to the man who makes and the man 
who repairs carriages and wagons. A fac-simile 
copy of postmaster’s receipt for postage mailed 
to advertisers each month, showing exact circulation. 
Proof sheets of trade news sent advertisers each week, in 
advance of publication, enabling them to get in touch with 
new establishments before others can reach them. 
Advertising rates, $60 per page each issue; $30 per half 
page; $15 per quarter page ; $7.50 per eighth page, or $3 per 
inch, Columns, 3 1-2 x 10 inches, two columns to the page. 
A three months’ trial will convince you that it pays to ad- 
vertise carriage and wagon goods in a paper that goes only to 
carriage and wagon makers—not dealers. 


THE CARRIAGE BUILDER, 


INDIANAPOLIS, INDIANA. 
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‘*’Twas in the Newspaper and al/ the World Now Knows /t.’’ 





The Recognized Afternoon Leader of the «Smoky City”’ 
Procession. 





Why does the Pittsburg 


Chronicle Telegraph 


carry more advertising, both Local and 

Foreign, than any other six-day pa- 

per in Pittsburg, morning or evening ? 
Because it is the first Pittsburg paper that goes 

down on an advertiser’s list. 











The following exhibit shows the pre-eminence of the CHRONICLE TELE- 
GRAPH as a valued medium for advertising. 

Table showing the number of agate lines of advertising published in the 
CHRONICLE TELEGRAPH and in the paper carrying the next largest line: 





| 
Local Foreign | Miscellan- 
Display Display eous Adv’g 
| Advertising Advertis’g | (See note) 








For the Mouth of February: 
CHRONICLE TELEGRAPH........ 243,180 82,936 58,772 
ti et oO  . RPerepepeees 197,484 78,946 107,044 
For Week Fading etch 23 
CHRONICLE TELEGRAPH........ 59,598 22,456 14,140 
yk). eee 19,630 | 21,322 30,758 
For Week Ending March 9: 
CHRONICLE TELEGRAPH 56,476 | 26,600 32°292 
DiS oc RRS eee 50,680 | 25,676 28,742 
For Week Ending March 16: _ 
CHRONICLE TELEGRAPH....... 62,944 24,948 14,070 
Lhe 2 eeEpESSSSRES 56,084 20,244 27,664 
For Week Ending March 23: 
CHRONICLE TELEGRAPH........ 70,126 25,732 26,698 
J. ee). Ee 59,724 21,574 28,812 





Note.—Under the heading ‘‘ Miscellaneous ”’ are included Classified Advertising, Legal 
Advertising, the official printing of the cities of Pittsburg and Allegheny and of Allegheny 
County, etc., etc. 





THE CHRONICLE TELEGRAPH does not carry the official county printing. 

The above shows the esteem in which the CHRONICLE TELEGRAPH is 
held by the discriminating advertisers for the Pittsburg field. 

Its large and rapidly increasing circulation, 


57,638 average for February, 1901, 
56,312 average for March, 1901, 
and the unrivaled prestige it enjoys among its readers combine to make it by 
far the most valuable advertising medium in Pittsburg. 
THE CHRONICLE TELEGRAPH, W. R. Rowe, Bus. Mgr. 


The S. GC. Beckwith Special Agency, 
Sole Agents Foreign Advertising, 
47-48°49-59 Iridune Building, 469 Rookery, 
NEW YORK, CHICAGO. 























PRINTED ON THE FARM 









PRINTED ON THE FARM 








PRINTERS’ INK. 


PRINTED ON THE FARM 


THE AGRICULTURAL EPITOMIST 


Has always given its readers experience at first hand. To carry out this plan 
still more extensively, plain, complete and detailed statements of practical 
experiments made on this 


650-ACRE EXPERIMENT FARM 


are being recorded from month to month in the 


AGRICULTURAL EPITOMIST 


“THE ONLY AGRICULTURAL PAPER 
EDITED AND PRINTED ON THE FARM." 

The EPITOMIST not only gives the results of experiments made undere 
natural conditions of cultivation and fertilization, but it also tells how work 
is condueted for actual profit in the various departments of its 650-acre farm 
known as the 


Experiments at this Station are now and will continue to be made under 
the directions of experts, constituting an able corps of practical and scientific 
farmers of unquestionable reputation, whose efforts in the past have resulted in 


BETTER FARMING, BREEDING AND FEEDING. 
Advertisers wishing to reach the prosperous, progressive, up-to-date 
and buying class of farmers, ean do so through the columns 
of the AGRICULTURAL EPITOMIST. A contract will be accepted for the term 
of one year at our present rate of $1.00 per agate line per insertion, with the 


privilege of discontinuing at any time without extra charge. Circulation 
guaranteed to exceed 200,000 copies each issue. 


E. CHUBB FULLER, 


President and General Manager 


EPITOMIST PUBLISHING COMPANY, 
Epitomist Experiment Station, SPENCER, IND. 


PRINTED ON THE FARM 







OO 
os) 






Wad JHINOGIINIGd 













Wad SHINO dJINIid 





PRINTERS’ INK. 





TRY IT. | Results will show that it is a fact well 
proven by the most successful mail or- 
TEST IT. der advertisers in the country—the ones 
who make the most money out of their 


PROVE advertising and who place it where 


they know it DOES make money for 
IT. them that 


THE AMERICAN 
... WOMAN... 


(of Augusta, Maine) 














produces more profitable returns for a greater length of time and 
at a less cost per reply than any similar medium. 


THE GUARANTEED AND PROVEN CIRCULATION IS 


One Million Copies Monthly 


Sent in separate wrappers direct to the homes of those accustomed 
to buying goods through the mails. 


TRY ITY! 


ADVERTISING RATE: FOUR DOLLARS ($4.00) AN AGATE LINE 


Send for Sample Copy and Booklet 


VIGKERY & HILL PUB. CO., Augusta, Me. 


E. H. BROWN, Boyce Building, Chicago, of 
C. D. COLMAN, Temple Court, New York. 
































. THIE... 
WICHITA EAGLE 


Is Not Installing a 


... NEW... 
QUAD PRESS. 


ee rg eget 
ty eee ara 








CIRCULATION AND 
INCREASED VOLUME 
OF BUSINESS 


eee 





| R. P. MURDOCK, Business Manager 
S.C. BECKWITH SPECIAL AGENCY _ 


Tribune Building, New York City | 


The Rookery, w& ww Chicago ; 
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Ask your agents or customers at 


KNOXVILLE 


which paper to use to cover 


KNOXVILLE... 
EAST TENNESSEE 


They will tell you 


THE SENTINEL 


WHY ? 


Because it has no secrets about its circulation. It had 6,162 average 
for Ig00 (see sworn detailed statement with all directory publishers). 

No other paper in this city or East Tennessee issues a sworn statement 
of any kind 

Everybody knows THE SENTINEL 


LEADS IN ADVERTISING 


as well as circulation. During 1900 THE SENTINEL carried more 
advertising than its contemporary, although THE SENTINEL’S rates 
are higher and itis published only six days per week to its contem- 
porary’s seven. 


KNOXVILLE 


is a city of 32,617 people by the 1900 census. It was only 9,000 in 
1880. Knox County has 74,304. But 51,000 of these !ive in the 
city and suburbs; that is, City Hall as the center. It is the second 
richest city per capitain the United States. It has iron, woolen, cot- 
ton, marble, flour, underwear, knitting mills; furniture, chair, man- 
tel, coffin, hat rack, boat oar, shuttle and other factories; large shops 
of Southern Railway ; University of Tennessee and other State insti- 
tutions ; headquarters for immense coal districts, shipping 1,000 cars 
of coal a day, etc. It is the commercial, financial, educational and 
social center of a large section of country. 


THE SENTINEL 


is the principal paper and is the most widely circulated one in this 
territory. It is the official State, county and city paper. 
Let us confer with you. Write 


THE KNOXVILLE SENTINELCO., Knoxville, Tenn. 
J. E. VAN DOREN SPECIAL AGENCY, 


Temple Court, NEW YORK. Boyce Building, CHICAGO 
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The Last Two 
Special Editions 
of Printers’ Ink 


As specified below will go to adver- 


tisers only. 








ADVERTISERS 
OUTSIDE OF 
GREATER NEW 
YORK 


PRESS DAY MAY 
8TH.—The sample copies of 
Printers’ Ink with this is- 
sue will be addressed to the 
Advertising Manager person- 
ally of every general advertis- 
ing concern located in Chi- 
cago, Boston, Philadelphia, 
Baltimore, Newark and Jer- 
sey City. 





The names are secured and 
the addressing is done in the 
j 


same manner as described for 





the Greater New York Adver- 
tisers’ edition. 

Every advertising medium 
that caters to general adver- 
tising and believes in its own 
advantages, or has an an- 
nouncement to make which 
will interest advertisers, can 
use this issue to advantage in 
advertising its merits. 

Advertising Rates.—Page, 
$100; smaller or larger space 
pro rata. 


GENERAL 
ADVERTISERS 
ALL OVER 
THE COUNTRY 


PRESS DAY MAY 
15T H.—The sample copies 
of faaees rs’ Ink which will 
be sent out with this issue 
will be addressed to a list of 
names secured and made up 
by the Geo. P. Rowell Adver- 
tising Agency. Every name 
on the list can, perhaps, be 
called an active and continu- 
ous advertiser. The names 
represent every kind of adver- 
tiser, for each name was se- 
cured by clipping the adver- 
tisement of the concern from 
the papers received at the 
office of the agency. 

Newspapers and Magazines 

as well as the class and 
trade papers—will do well to 
take advantage of the adver- 
tising opportunity this edition 
will give them of telling their 
merits and making their argu- 
ments for more advertising 
to a great number of advertis- 
ers who will be interested in 
the sort of a proposition they 
have to offer. 

Advertising Rates. — Hae. 
$100 ; half, $50; quarter, $25 
per line, 50 cents—or if a ASi- 
fied, without display, 25 cents. 











It will be recognized that each edition has a special value peculiarly 
itsown. Each one of them offers a good opportunity for the news- 
paper or periodical for advertising and thereby telling its story strongly 
and effectively to the very class of people who are interested in ad- 
vertising matters—ADVERTISERS. 


Orders and copy sent by next mail will receive prompt attention, 


ADDRESS 


PRINTERS’ INK, - 10 Spruce St., New York. 
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Street Car Advertising. 




















In spite of the now universally recognized fact that judicious 
advertising pays, there are a great many lines of business which 
are not advertised to the extent they ought to be, and in some 
cases they are not advertised at all. 

Time was never more opportune than the present for reaping 
a rich harvest from judicious advertising. Mercantile pursuits 
everywhere show remarkable increasing activity, which certainly 
indicates that the public in general have money to spend. And 
the keen, far-sighted business man who makes the most of this 
era of prosperity will make it a point to get close to the multitude 
of buyers—the closer the better. That’s one of the strong 
points of street car advertising—it’s the close range, face to face 
kind. Your audience cannot escape, and it lies with you to 
convince and make them buyers of your goods. If you're in 
the right cars with the right display and service you will surely 
succeed. 

Street car advertising is good because : 

There is no medium in existence of less space and more 
preferred positions. 

In the street cars the man you want to interest is pinned to 
the spot opposite your card for fifteen or twenty minutes, and 
he has no resource but to study your advertising whether he 
wishes to or not 

The street car offers valuable advertising space to both local 
and national advertisers ; both derive substantially an equal 
benefit from them, for the street car is one of the very few 
advertising mediums which the retailer and wholesaler, the local 
and national merchant can consider in the same business light. 

Look at the advertisers that use street car advertising. It’s 
difficult to name any article of universal use that is not adver 
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tised in them. Food stuffs, patent medicines, clothing, shoes, 
hats, gas stoves, sugar, places of amusement, railways, health 
resorts, publications, real estate agencies, lithographers and 
printers, jewelers, cigars and tobaccos, wines and other bever- 
ages, soaps, baking powder, dozens and dozens of other articles, 
concerns and places all advertise in the street cars. 

Would they keep it up if it didn’t pay? Would they continue 
to spend thousands and thousands of dollars year in and year 
out if the results secured did not warrant the outlay? Well, 
hardly. 

George Kissam & Co. sell space in “full time” cars only, so 
that the advertiser gets what he pays for. They never allow 
hanging cards or handbills in any of their cars, nor do they 
place two rows of racks in a car, the top one being valueless. 
The largest advertisers in the world place their advertising with 
them, preferring to do business direct and where they know they 
will get lowest rates for square and liberal treatment. 

Their series of offices located in the principal cities guaran- 
tees close attention to and carrying out of all contracts and a 
universal system throughout. 

George Kissam & Co. have the greatest number of successful 
advertisers, and do the largest business of the kind in the world. 
They are the leading specialists in street car advertising, their 
entire time being devoted to improving that business and watch- 
ing the interests of their customers. Their system is so perfect 
that if an advertiser desired he could put a card in their entire 
circuit in twenty-four hours, and they could tell him the number 
of the car his card was in, its position in the rack, whether 
placed in one car or one thousand. An ad placed with them 
means that the ad must be working ; that is, on the road in all 
the cars called for during running hours. When a car is laid off 
or put into shop for repairs, there is another one to take its place 
in the service of the advertiser. 

The popularity of street car advertising is nowhere more in 
evidence than in the city of Buffalo. It is a city of street cars 
and they are well patronized. The systems of this city are 
practically perfect in the facilities they afford, not only for get- 
ting about within the city proper, but for reaching more remote 
points and pleasure resorts. ‘The street railways of Buffalo were 
quick to appreciate the advantages of cheap power developed 
by the great Niagara, as were also some of the suburban roads, 
which receive al! their power from this source. No city in the 
country can compare with Buffalo in the extent of its street 
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railway system. Its lines radiate in every direction and there is 
not a part of its forty-two square miles of territory that cannot 
be reached within half an hour from the business district. 

The transfer system enables passengers to travel all over the 
city for a single fare. Passengers also have the privilege of 
traveling on any of the cars of the suburban lines which enter 
the city at various points. The regular fare to any part of the 
city is five cents. 

The Pan-American Exposition will make Buffalo a peculiarly 
profitable field for street car advertisers this year. Buffalo has 
Over 400,000 population and is growing phenomenally. It is 
within 500 miles, or a night’s ride, of forty million people. It 
will be visited this year by upwards of twenty-five million per- 
sons—people who will buy advertised articles. All these people 
are sure to ride in the street cars while in the city. While in 
the cars, they will, as a matter of course, read the car cards. If 
your advertisement is there it will reap the benefit of this wide 
publicity. It is to your advantage to see that it gets there. All 
the lines of street cars in Buffalo, Niagara Falls and Tonawanda 
either run direct or transfer to the Exposition grounds. George 
Kissam & Co. control the advertising privileges of all of them. 

The cities embraced within the street car advertising circuit 
controlled by George Kissam & Company are full of life and 
hustle. The cars are clean, rapid, commodious and modern in 
every particular. They are well lighted, well run, and cover all 
points in their respective cities. Among the many cities are: 

Brooklyn (Elevated), Buffalo, Albany, Troy, Schenectady, 
Utica, Rochester, Amsterdam, Newburg, Jamestown, Johnstown, 
Gloversville, Herkimer, Mohawk and Ilion, N. Y.; Trenton, Eliza- 
beth, New Brunswick, N. J.; Erie, Pa.; Chicago (North and 
West Sides), Aurora, Elgin and Springfield, III.; Cincinnati, Col- 
umbus and Hamilton, O.; Minneapolis, St. Paul, Stillwater and 
Duluth, Minn. ; Milwaukee, Madison and West Superior, Wis. ; 
Denver, Col. 

These are good cities for advertisers to invest in. They 
have proven profitable to local and general advertisers alike. 
When you want street car advertising you should consult the 
firm best able to give you the proper advice on how it should be 
carried out. ‘This will prevent you from spending any money 
injudiciously. Consult George Kissam & Company at their 
offices, 253 Broadway, New York City. You can then be sure 
that you will be properly advised and your every dollar judi 
ciously spent 





PRINTERS’ INK. 


Where to 
Advertise. 


If you have something that 
every-day people want, or could 
use, and if you could make them 
know that you have it, you would 
soon be on the road to fame and 
fortune. There is no better way 
of letting these people know than 
through the street cars. People 
who ride in the street cars are the 
people who buy goods. Street 
car advertising is the most effect- 
ive and least expensive of all pub- 
licity and reaches a majority of 
the residents in every city. We 
control the exclusive advertising 
privileges in over five thousand 
regularly operated cars in the 
best cities in the country. If 
you want advertising—the kind 
that pays—send for particulars. 


GEORGE KISSA/S1 & CO., 


253 Broadway, New York City. 





aan 
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A“ evangelist 
Get What working in the 
South went intoa drug 
| You store and asked the 


Ask for proprietor if he had 


religion. The drug- 





gist said he had not, 
but could give him something ‘‘ just as good.” 

If you want to reach buyers, there are 
no papers that can fill the bill as well as the 
newspapers comprising the Scripps-McRae 
League. 

The Cincinnat1 Post guarantees a daily 
average circulation for the month of March, 
1901, Of 144,093 Copies. 

The CrLeveranp Press furnishes a sworn 
statement that its average circulation for the 
month of March, 1901, was 109,216 copies daily. 

The Sr. Louts Curonic.e’s guaranteed daily 
average circulation for March exceeded 50,000 
copies. 

The guaranteed daily average circulation 
of the Covinctron Kentucky Post for March 
Was 13,001 copies. 

Rates and a line of convincing arguments 
will be furnished by F. J. Carlisle, Foreign 
Advertising Manager, 53 Tribune Building, 
New York, or116 Hartford Building, Chicago, 


upon application. 
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Martyrs of Truth. 


A VERY interesting article entitled “ Against Mail Orders ” 
appeared in the April 17th issue of this paper and it 

would benefit every consumer of ink to read same and 
profit by the advice tendered. The story relates of a firm who 
run a general store and give unlimited credit. 

The mail order houses in Chicago were making serious in- 
roads on their trade, and realizing that they could not fight any 
such competition, they had the manliness to admit it and worded 
their advertisements as follows : 

‘*The whole trouble about our people is the same with which so many 
other communities are suffering, that old slow-coach credit. Some of it so 
slow we never get it No merchant can sell cheap on that plan. The dollar 
invested in goods to-day, and sold for cash to-morrow can be invested in more 
goods the following day and the same process of sale may be repeated, but the 
dollar invested in goods to-day and sold on credit to-morrow, is tied up and its 
earning capacity stopped just so long as you don’t get it back. 

‘*Plank your money down when you order the goods and we will meet 
each and every price the catalogue house makes and furnish you the same 
goods at the same price they offer you,”’ 

How grand the truth sounds, and Messrs. Cronin Bros. of 
Morris, Ill., who are the martyrs in this case, deserve a monument 
for their frankness. 

[ have yet to find an ink man that will make any such ad- 
mission, although deep in their hearts they all know my system 
isthe only proper one, and my arguments TRUTH in its purest 
form. Glibness of tongue, or shrewdness in buying, or pull with 
the salesman, do not influence me or vary my prices, and no ink 
ever leaves my possession until I get the cash. Money back if 
dissatisfied. Send for my price list and don’t forget my new 
number is 17 Spruce St., where I shall be glad to see you. 


ADDRESS 


PRINTERS INK JONSON 


-17 Spruce St., New York. 
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Readers of PRINTERS’ INK are invited to send modeladvertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 


READY-MADE ADVERTISEMENTS. 





Make your printed store talks 
just as definite and direct as you 
can. Don't leave the slightest 


doubt in the minds of your readers | 


as to what you mean, or any room 
for the suspicion that you are try- 
ing to deceive without telling 
downright lies, by implying some- 
thing that is untrue. 

Here are two ads _ that 
printed at different times by rival 
paint dealers in the same town. It 
will be noticed that each says he 
can offer the lowest prices, but 
that neither says he is doing so, or 


were 


prints a price for comparison. It | 


may be that both of these advertis- 
ers really intend to do what they 
imply, but every time I see either 
of these ads I say to myself, 
“Well, if you can quote the low- 
est price, and really mean to, why 
in blazes don’t you say you will, 
and print a price to prove it?” 
And I suppose that ninety-nine 
men out of every hundred would 
reason just about like that if they 
gave the matter any thought. 


“Atlantic 
White Lead 


On account of a twelve ton cash 
purchase, we can offer the lowest 
prices in D—- on Atlantic Whit 
Lead and Atlantic Pure Paden 





Notwithstanding the advance in 
price of Atlantic White Lead and 
Atlantic Linseed Oil, I am in 
position to quote you Tow price 
lower than can be quoted by any 
other house in the city. 








asian: Srom first word to last. 


Dollar Fancy 
Shirts Drop to 50c 


What are they like? Just like 
everything else we sell — the 
height of fashion. And they are 
the exemplification of good tailor- 
ing too. Full forty patterns, em- 
bracing all sizes. If you would 
embrace this opportunity you 

should come at once. Dollar 
| Shirts at soc wil! not remain long 
here. 








SOOO eee ee ee SHHOSOSS CESS Se SHS FESS SHOES 


Goods well described are half sold, 


Good Trav eling 
Trunks for $5.50 


Our “Special” offering for 
| Bargain Friday consists of a big 
| lot of trunks, including oil-painted 
| canvas- covered trunks, with heavy 
| hardwood slats, protected with 
| 6-inch malleable iron cl: amps, cor- 
ners and side bolts, iron bottom, 
| 2 steel bands around body and 
heavy strap hinges; strongly made 

set-up tray with hat box and pack- 
ing compartment, and an extra 
tray for packing a man’s or wo- 
| man’s suit; cloth lined through- 
out, strongly stitched leather 
h andles, and a good Excelsior 
loc ky the 32 2-inch size $5.50. 











Good introductory for good bar gains. 





The Bargain 
Friday Sale 


We aim at all times to give you 
better goods for the same money 
or the same goods for less money 
than elsewhere, but on Bargain 
Friday we do more, since on that 
day we sell certain lines of goods, 
always the new and good and per- 
fect, at reductions—considerable 
reductions—from our own stand- 
ard, 

The careful, saving and economi- 
cal buyer finds it advantageous 
to attend the Big Store’s Bargain 
Friday Sales. Why don’t you, 
too, look over the list and see if it 
includes anything you want? 

It pays to read our advertise- 
ments, 





Expresses Exclusivene ss in Silk Waists. 


| Silk Waists for 
Easter 


Such a showing as you 
would expect to find in a 
New York store—the largest 
stock of waists carried in 
Kansas City. Just in for 
Easter week, a complete line 
of pattern waists; American 
made duplicates of foreign 
creations; not three or four 
styles, but upwards of thirty 

| styles—not more than two of 
any of those = waists. 
| Prices from $9.75 to $50. 
These in connection with our 
special assortments of popu- 
lar silk waists. Over 500 
waists in plain and fancy 


tatfetas—$4.08, $5.75, $6.08. | 
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Agoodad for Whisky. | 





| By the Bottle or 
At the Bar 


Imperial Cabinet leads all 
blended whiskies in popularity. 
The “whys” are easy. It 
touches the taste, it stimulates 
the appetite, it strengthens the 
system and enables one to ward 
off the attendant ills that this 
season’s weather inflicts on man- 
kind, it fortifies the nerves for the 
rush and tear of this work-a-day 
world, and it is nourishing and 
satisfying. 

$1 a quart, $3 a gallon. 

toc at the bar, 








Make the window and the ad work together 


Austin’s South 
Window's a 
Dream in White 


White furniture, white beds, 
white dressers, white wash stands, 
everything in white, that airiest 
and cleanest of colors for the arti- 
cles for the bedroom. 

White enamel beds, brass trim- 
med, and white beds with gold 

not brass) decorations, all the 
way from $3.50 to S15. 00. 

White dressers $to to $15. 

White wash stands $5.00 to 
£6. x 


50. 





"Tells “Something. — 


Seed Selling 


This season is pretty sure to be 
a good deal of an “‘ honor busi- 
ness, ’ for the short stocks of last 
season’s growing of the most 
wanted seeds are likely to tempt 
many to sell old seeds. 

We sell Landreths’ seeds. Al 
the Landreths’ seeds grown before 
last season were burned up—that’s 
the Landreth way of carrying on 
the seed business. Never an old 
seed offered for sale. 

We sell the Iron Age and the 
Planet Junior planters and culti- 

vators ; and we sell lots of ’em. 


There’s Strength in a Homely Old 
Headline Like This When It Fits ad 





This One Does. aie - 
It'll Put Flesh ona 
Beanpole ! | 


That’s the way a_ patron 
expressed his view of B—— 
Ale as we draw it. 

It certainly is a great blood 
and tissue builder, so nour- 
ishing and satisfying. 

Its sfrength and _ health 
giving qualities endear it to 
those who know its worth. 

It’s no trouble for us to 
demonstrate its value to you. 

Try it for that tired out 
feeling. A glass will bright- 
en you up. 











An 











INK, 


Excellent. 





Piazza Chairs. 


It’s get-out-of-doors time; warm 
enough now to sit out on the ver- 
anda and be comfortable. 

Going to get a pretty new chair 
for the piazza? We have them in 
plenteous variety and at all sorts 
of prices. Rockers and straight- 
backs, cane-seated and hardwood- 
seated—big chairs for big folks, 
little chairs for little folks—they 
are all here for your inspection 
and buying. There’s a heap of 
chair comfort to be had in any one 
of these. 

The prices are very modest, as 
those samples bear witness: 


Ilas a Wholesome Sound. 





Three Favorite 
Sellers, 


Hamburg seem, Fire Island 
oysters, sausa 

The hamburg steak you 
buy here is made of choice 
beef trimmings. 

It’s made un fresh several 
times a day—it isn’t doc- 
tored with chemicals to make 
it look fresh—it’s good, 
clean meat all the way 
through; roc a pound. 

Our oysters are the Fire 
Island oysters. We deal ex- 
clusively in that kind be- 
cause they give universal 
satisfaction. _ They are fat 
and finelv flavored and of 
good size. They beat any 
oyster you can find around 
here at the price, 35c a quart. 

Sausage that makes one 
feel that there is still honor 
among sausage makers. If 
you made these sausages 
yourself you wouldn’t pick 
out nicer meat to put into 
them than we do—they are 
chock full of satisfaction— 
every one of them; roc a 


pound. 


Exceilent Introductory for ¢ 
Bargains. 


Carpet Bargains 


We like to make our low 
price announcements at the 
time when they'll be most at- 
tractive to our customers- 
may not be best business pol- 
icy, but never mind that— 
we find it is always good pol- 
icy to give people what they 
want when they want it. 

So here are these left- 
overs of the fall and winter 
stock—good desirable carpet- 
ings, full rolls and perfectly 
fresh and clean—spring 
stock demands the room, 
however—and out these go. 





“arpet 









afew ee 
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Good argument, 








To Paint is to 


Preserve 

To preserve is to keep up 
value. 

Keep up the value of your 


property by having our competent 
workmen paint it with the best 
paint that’s made. 


Scheme for Selling Soda Water. 





Herald It Abroad 


A Columbia Free! 

Drink from the ten thou- 
sand dollar soda fountain of 
Hammack, Lucas & Co., cor- 
ner Peachtree and Marietta 
streets, and with every foam- 


ing and delicious glass re- 
ceive a ticket entitling you | 
to a chance to draw this | 
wheel June rst. 


Good idea fora t restaurant. 


Warm Weather. | 


What is the use of bothering 
about preparing supper when you 
can come here and get an excel- 
lent evening meal for 25 cents? 








For a clothier. 





Got Ready for 
Thursday, 30th. 


It isn’t hard to prepare for a 
holiday like Thursday when you 
know just where to buy your out- 
fits. And it isn’t hard to under- 
stand why The Hub is the best 
place to buy them. _ It is one of 
the greatest retail clothing stores 
in the world. It never disap- 
points, It generally buys in 
greater quantities than any other 
house and most always undersells, 
It believes in truthful advertisin 
and fulfilling every promise, an 
invariably carries the newest 
styles and highest grades in great- 
est variety. If you have not 
bought your street, dress or cy- 
cling outfit for Memorial Day, 
COME IN TO-NIGHT and se- 
cure your own evidence that we 
are not blowing our horn merely 
for effect. 








Striking headline for thin coats. 





Our Skeleton 


Coats don’t bag. Take our un- 
lined blue serge, for instance. 
Dressy enough to wear anywhere | 
and always look well. Also a | 
great aid in keeping cool. Three 
dollars for a sure dye and strictly 
all pure worsted coat. Four dol- 
lars for the double breasted style. 
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It should profit a printer to run an ad like 


this occasionally, preferably at a time 


when he isn’t particularly busy. 








! 


Emergency | 
Printing 

can be handled at very short no- 
tice by our printing office. <A 


dozen trained hands are available 
any minute,and the work will be 
delivered at exactly the time you 

want it. Of course, we prefer 
to be given plenty of time, which 
is essential to do fine printing, 
but we are prepared to do our 
best in emergency cases. 

We are producers of profitable 
printing. We aim to make every 
job profitable to our customers. 
We will do the planning and fig- 
uring for your printing if you say 
the word. 

Copyable printing in ordinary 
type or typewriting type a spe- 


| cialty. | 


For Garden Hose. 





The Man 
With the Hose. 


People must sprinkle their 
lawns if they expect to keep the 
grass green during the hot weath- 
er. We are headquarters for G ar- 
den Hose, and people recognize 
the fact that this is the proper 
place to buy it—in fact, to buy all 
kinds of Rubber Goods. 

The kind of Garden Hose we 
sell is the reliable sort—that you 
can depend on to do good service, 
and the prices we charge are no 
higher than you pay for the poor 
kind elsewhere. Here are some 
examples : 


| 
| 





Used for a Bowling 


Sor a Cigar or Sporting Goods Store. 








We are Getting 
the Electric 
Fans Ready. 


In summer time this is the cool- 
est Tag in the city. 

No doubt about it; 
says So. 
We don’t charge you anything 
for reading Puck or the Standard 
or any of the daily papers. 

Or for using our bicycle pump. 

Or looking at our new picture 
gallery. 


everybody 





For a Laundry. 





A stout man with a rasped neck 
is a walking advertisement for the 
“cheap ” laundry. No saw edges 
on linen we do up. No extra 
charge for the extra touches which 
have won us the patronage of 
people who are particular. 


Alley, but just as good 
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Advertisers, do you know that 


Campbell’s 
Illustrated 


ournal’ 








is the only first-class family magazine 
published in Chicago, and reaches 


100, OOO 


Prosperous, Happy Homes 


















And that it is one of the best 
advertising mediums published ? 


Once a patron always a patron. 





Campbell’s Illustrated Journal 


Chicago, IIl. 
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RIUPAIN'S 








HE symptoms of indigestion are well- 
known. General uneasiness, ner- 
vousness, pain or tenderness in the 
stomach, vomiting, sour taste in the 
mouth, flatulence, coated tongue, sick- 
headaches, dizziness, faintness, con- 
tipation, blurred sight, diarrheea, 
palpitation of the heart, cold feet, 
flushing and paling, sudden appetite, 
sleeplessness and soreness of the 
muscles. 

In addition to these there are still 





graver consequences—the absorption 
of poisons in the blood through fermenting food 
substances. 

. Pathetic letters have been received by the makers 
of Ripans Tabules describing the above outlined 
facts. And Ripans Tabules have always proved to 
be the silver linings among the darkest clouds of 
physical afflictions. They have helped the people and 
cured them. Ripans Tabules are the safest and 
surest remedy for all stomach, bowel and _ liver 
troubles. ‘They remove the causes and restore health 
and strength. Ripans are a family remedy of the 
highest merit. ‘They are the best spring medicine for 
men, women and children. 








There is scarcely any condition of ill-health that is not benefited by the 
occasional use of a R.I1.P.A.N.S Tabule, and the price, ten for five 
cents, does not bar them from any home or justify any one in en- 
during ills that are easily cured. A family bottle containing 150 
tabules is sold for 60 cents. For children the chocolate coated sort, 
72 for 25 cents, are recommended. For sale by druggists. 
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During the Year 
Nineteen Hundred e 


Philadelphia 


Inquirer 


PRINTED MORE ADVERTISING THAN ANY 
OTHER NEWSPAPER IN THE UNITED 
STATES, OUTSIDE OF GREATER NEW YORK. 














{ the year’s record for the leaders of newspaper . 
advertising follows:— YEAR 1900 YEAR 1699 
AGATE LINES AGATE LINES 
i: ee Mew YO. cccc 20 7,016,558 6,283, 157 
Es New York... 6,874,750 6,394,056 
2) er Brooklyn..........6,386,762 7 
INQUIRER ...... Philadelphia 6,308,400 6,423,300 
ae ee 6,253,200 6,118,500 
WOUINE, .occtesces eS eer 6,228,600 5,678, 700 
DN  cevndeaeuauid Washington. ...... 5,346,600 5,165,100 
oo ee | 5,341,159 4,377,683 
RECORD «0.000 sceeee Philadelphia. ......5,218,500 5,223,000 
ee re 5,072,400 5,322.300 
AMERICAN. .......+ BAMMOTS...cccceess 4,680,900 4,591,200 
PRERALD. 4. oe ose sv csgeeqeses 4,231,800 4,559, 100 
EXAMINER.........San Francisco..... 3,882,300 * 
JOURNAL..........Minneapolis........ 3,092,100 * 
2 Se ee St. Paul........ ced Olapaee * 
PLAIN DEALER....Cleveland.........3,428,100 2,974,200 
* No Report 
These figures in almost every instance were those furnished by the 
newspaper itself, and therefore are officially correct. It is interesting to 
note that of The Inquirer's three leaders in Greater New York, two of 
them, the New York Herald and the Brooklyn Eagle, are three-cent 
papers, while the price of the New York World to readers outside of the 
city is two cents a copy. Among the straight one-cent papers, The 
Philadelphia Inquirer leads the country in advertising. 
This remarkable showing is easily accounted 
\_ for. yo 








ADVERTISEMENTS IN THE INQUIRER ALWAYS BRING 
POSITIVE RESULTS BECAUSE THE CIRCULATION OF 
THE PHILADELPHIA INQUIRER IS GREATER bY MANY 
THOU:ANDS THAN THAT OF ANY OTHER NEWS- 
PAPER IN PENNSYLVANIA. 


The Philadelphia Inquirer, 1109 Market St.,Phila,, Pa. 


NEW YORK OFFICE, Nos. 86-87 Tribune Building. 
CHICAGO OFFICE, 308 Stock Exchange Building. 
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